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The inside story of 
the list business +8 


From time to time we are asked “What is a mailing list 
broker's function?” It's a good question. Let's try to 
give an answer. A broker's function today isn’t what it 
was 20 years ago. No broker now would dream of clos- 
ing his office for 6 weeks at a time as I once did to 
take a trip out West. 


A broker today is frequently expected to be a direct mail 

councilor, a letter shop, a postal rate authority, 

* a shipping company, an employment agency, a 

*>4. business machines expert, a trade organization 

worker, a credit bureau, a finance company and a medi- 
ator, rolled into one. 


We ourselves are much more modest in defining our 
services. Our main function is to recommend lists — two 
select the lists which our experience tells us will be the 
most productive ones for you. We gnash our 

teeth at those tactless souls who send us in- ») 
quiries like “We want a list of executives who . 
earn $6,800 a year, who like period furniture and who 
live in Dade County.” We're being robbed of our func- 
tion of list advisor. 


Sure we want orders, but — 


This is where we differ from a list compilation house. 
A list compiler will be happy to take an order for any 
list, he may have or could compile. We, on the other 
hand, don’t want to take an order for even a test if we 
don’t think that test has a chance of producing suffi- 
ciently good results to warrant the mailer continuing. 


We like to think of ourselves as a service organization, 
not as a mere buyer and seller of lists. In other words, 
we are like an advertising agency who creates a market- 
ing plan and takes as payment a commission on | gar 
the placing of the ads in publications. A top LENT 
advertising agency would not feel flattered to 

be asked just to place a prepared ad in which they had 
not shared the planning. We as well as the agency want 
to prove that our experience and service will produce 
a profit for the advertiser. 


We, like them, have a feeling of responsibility in the 
outcome of the campaign. We are interested in the pro- 
gress of your test mailings and in the results of your fol- 
low-up mailings. We don't feel that our transaction is 
at an end as soon as you have bought and paid for the 
use of some names. The exchange of information about 
lists between you and us and other mailers is the basis 
of our value as a list service. 


The success of your test mailings is vitally important to 
us. Aside from the fact that if your mailings are not 
profitable, you will not continue to mail — we actually 
lose money on tests and must make it up on continuation 
orders. It is necessary for a certain proportion of the 
= we handle to produce these runs. We must do our 
therefore, to see that only lists which have a good 
pee of being profitable for you are recommended. 


Tell us your secrets 


The ideal working arrangement between you as a mailer 
and. us as a list service, is for you to take us into your 
confidence just as you would your advertising agency. 
Send us a sample of your mailing piece. Tell us what you 
have done in the past. If you have never used 

9 lists, we can help you get started on the right 

S foot. If you have used lists sparingly, we can 
probably help you find better lists. If you have used 
many lists, we can certainly find still more for you. 


Once we have the facts about your offer we can select 
from the thousands of lists we handle, the ones most 
likely to produce results for you. We will send complete 
information on these lists to you. Included is the name 
of the list owner; the number of names of buyers and 
of inquiries, usually by years; the rate for addressing 
your envelopes or order cards; the proportion of men 
and women; a description of the item sold and how much 
it costs; the media used to secure these names; the date 
the list was cleaned last; and many mechanical details 
such as the shipping address. 


We get the okays 


When you receive this information, you select the lists 
which seem most interesting to you. Tell us which ones 
they are and how many names you wish to test for each 
list. (The subject of how large a test to make is a big 
one, so we'll tackle that some other day). We will get 
the approval of the list owner or sometimes we can give 
you an immediate clearance so that you can ship your 
material right out to the list owner. 


You can speed things along and prevent possible errors 
in transmitting instructions if you will do these things: 
Tell us how many names you want addressed. You should 
confirm your understanding of the rate for ad- \ 
dressing. Designate the keys you wish assigned 8) 
to each list. Give us the address where you want 

your material returned. Tell us the date you want to 
mail. Tell us how you want the material shipped — ex- 
press, motor freight or parcel post. If you want to use 
only certain states on your test, let us know which ones. 
If you want New York City omitted, tell us; otherwise 
you will get a cross section of the whole United States. 


Incidentally, the great majority of our lists are national, 
and it is only in rare instances that we can provide lists 
restricted to one city or a few counties. 


Make use of our service. You pay the same rental rate 
when you work through us and at the same time you have 
the great advantage of using our 25 years’ experience. 
We can help make your campaign profitable. Call or 
write us today. 


President 


NAMES UNLIMITED, INC. 
352 Fourth Avenue Murray Hill 6-2454 N. Y. 10, N.Y. 
Charter Member National Council of Mailing List Brokers 
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showmanship 


IS easy colorful \Duplex Papers 


With Woodbine Duplex enamel (different 
each side), you start with harmonious colors 
before the printing press goes to work. One 
impression gives you a multi-color job. Econ- 
omical, of course, but the big advantage is 
high attention value literature that increases 
results. These papers are also ideal for novel 
die-cut and fold combinations that will make 
your mailings different — unusual — unique. 


‘WOODBINE 


DULLCHROME 
COATED BOOK 
TINTED ONE 


Pe —_ ‘ These portfolios — filled with clever, 
colorful ideas — are free to advertisers 
WoOoDsBIN 4 and printers. Please make request on 
your business stationery. 
“COATED BRISTOL 


THE APPLETON COATED PAPER COMPANY 


APPLETON, WISCONSIN LA} 
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MORE RETURNS, In 


sure sign ot 


greater returns 


You, a sure sign of Happy Returns— 
when you use Cupples colorful Person- 
alized envelopes. 


You'll enjoy many more returns and 
additional profits from your mailings 
by using Cupples Personalized en- 
velopes — the envelopes that really get 
reader attention. 


Deo Call Cupples and let us show you 


= WA - how to get more for your direct mail 
dollar. 


TRiangle 5-6285 


Other Offices in 


BOSTON 
WASHINGTON 


upples 


envelope co., ime. 
360 Furman Street + Brooklyn 1, New York 
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Address all mail to 
Editorial and Business Offices 
53 Hilton Ave., Garden City, N. Y. 
Phone GArden City 7-1837 
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The Reporter of Direct Mail Advertising is 
published monthly by Henry Hoke, publisher, 
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is $6.00 a year Re-entered as second class 
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Dudley Lufkin, Field Editor 

F. Stern, Circulation 


Short Notes 


HOW TO THINK ABOUT 
SHOWMANSHIP IN DIRECT MAIL 


by Henry Hoke 
What is Showmanship? 


The Fund Is of Sh 


A Review of Formats Relative to 
Showmanship 


How to Determine What Type of 
Showmanship To Use 


Putting the Spotlight on the Six 
Major Types of Showmanship . 


The ch 


The Story of Yoon Yun 


THE ONLY MAGAZINE DEVOTED 
EXCLUSIVELY TO DIRECT MAIi 


The Reporter is independently owned and op- 
erated. But in addition to thousands of regular 
Members of the Direct Mail 

Reporter 
A portion 
of their annual dues pays for the subscription. 


subscribers al 


Advertising Association receive The 


as part of the Association service 
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America 
does business on 


For all business uses— 
letterheads, envelopes, 
office forms—use the best 
paper for the purpose. 
Ask your printer to 

show you samples of 
Nekoosa Bond. Its crisp 
crackle will tell you that 
here is a strong, well-made 
paper. And you'll know 
from its smooth surface 
that—letterpress or 
offset-—Nekoosa Bond 
takes every kind of 
printing beautifully. 
Nekoosa-Edwards Paper Co., 
Port Edwards, Wisconsin. 


THIS MONTH .. . the short notes 
are short and fewer than usual in quan- 
tity. Need all the space possible for the 
study on Showmanship, which is actually 
an orderly assembly of many short notes 
itself. As we have in previous special is- 
sues . . . we advise you to read slowly 

. and preferably by installments. It's 
a long story . . . but we believe it will 
be helpful. The climax (The Story of 
Yoon Yun) is really the most unusual 
case history ever printed. Don’t spoil 
it by skipping the preliminaries. When 
you have finished “How To Think About 
Showmanship in Direct Mail” . . . let us 
know what you think about it. Your 
thinking and reaction may help to guide 
us as we start the sixteenth year for 


The Reporter. 


PITTSBURGH is the appropriate scene 
of the National Industrial Advertisers 
Association upcoming 31st Annual Con- 
ference (June 22-25). Harold W. Hoff- 
man has been named director of the 
NIAA confab which will be housed in 
Pittsburgh's William Penn Hotel. The 
program topics will be determined from 
the results of a recent questionnaire mail- 
ed to NIAA members . . . asking them 
to pick their preference from many pos- 
sible ideas. Already set for the Pittsburgh 
Conference are plans to include continu- 
ous industrial movies every morning . . . 
and an opportunity to visit many of 
Pittsburgh's leading industrial plants. 
You can get complete information from 
NIAA_ Executive Secretary Blaine G. 
Wiley at 1776 Broadway, New York 


19, N. Y. 


() THIRTY-FOUR of New York City’s 
leading graphic arts organizations are 
combining their efforts to present the 
first annual New York Direct Mail Day 
. . « May 6th at the Roosevelt Hotel. 
Day will be proclaimed “Official Direct 
Mail Day” in the city by Mayor Impel- 
litteri. Top speakers will highlight nine 
morning and afternoon sessions . . . cov- 
ering all phases of d.m. There's also a 
luncheon at 12:30, with DMAA Presi- 
dent and Look-Quick Subscription Man- 
ager Les Suhler acting as Chairman; 
Marion Harper, Jr., President of Mc- 


We welcome your direct mail ideas and news items for this department. Send al! material to Short 
Notes Department, The Reporter of Direct Mail Advertising, 53 Hilton Avenue, Garden City, New York. 


Cann-Erickson agency, 50 Rockefeller 
Plaza, N. Y. C., as feature speaker. Full 
day registration $10.00. Or . . . the 
morning and afternoon session fee is 
$2.00 per session. Luncheon is $7.50. In 
addition to the program, 1952 DMAA 
Best of Industry Campaigns will be dis- 
played throughout the day. You'd better 
get your reservation in now for this big 
direct mail event . . . open to all direct 
mail users. Contact Felix Tyroler at Mail 
Advertising Service Associatior (spon- 
soring organization) 37 West 43rd Street, 
New York 36, N. Y. 


[) “A MOVING STORY” is told nice- 
ly with this letter from Reply-O Prod- 
ucts Company, makers of Reply-O let- 
ters. The letter combines illustrated an- 
nouncement of the company shift from 
150 West 22nd Street to 7 Central Park 
West, New York, N. Y. . . . with a cor- 
dial invitation to attend the office-warm- 
ing party in their new Columbus Circle 
quarters. The Reply-O reply card was the 


“R.S.V.P.” Incidentally, the party itself 


was a big affair... and the most unique 
feature of Reply-O’s new address is the 
floor-to-ceiling windows facing Central 
Park which seem to be synonymous with 
their famous letter “windows.” 

Above . . . Arthur Martin Karl and 
Marcie Coolidge of Names Unlimited 
(right) and Fay Travers of Modern 
Photography Magazine (left) congrat- 
ulate Reply-O’s Charles Binger on his 
new headquarters. 


25,000 BROCHURES have been mail- 
ed to Advertising Federation of America 
members . . . outlining completed plans 
for their June 14-17th convention at 
Cleveland's Statler Hotel. The conven- 
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tion promises to be tremendous. Many 
profitable features are scheduled. Rep- 
resentatives from AFA’s 104 advertising 
clubs throughout the country will hear 
DMAA President Les Suhler (subscrip- 
tion manager of Look-Quick, Des Moines, 
Iowa) as he heads the important session 
on direct mail. Arthur “Red” Motley, 
publisher of Parade, 405 Lexington Ave- 
nue, New York, N. Y., is scheduled to 
give a featured talk on organized adver- 
tising. Other features of the 49th annual 
convention include announcement of the 
“Advertising Woman of the Year”. . . 
Just as we went to press we got word 
that Postmaster Arthur Summerfield will 
be the featured speaker at the Monday 
(15th) luncheon. Better get your reserva- 
tion in now. Write to Jim Proud at AFA 
Headquarters, 330 West 42nd Street, New 
York 36, N. Y. 


(1) “THE GRAY TERROR” is a fright- 
ening piece of fiction appearing in the 
first issue of “The Ark” ... new h.m. 
of the Arkell Safety Bag Company, 10 
East 40th Street, New York 16, New 
York. Penned by Arthur L. Dawe of 
Montreal, the short story tells what 
would happen if atomic reaction caused 
all the paper in the world to disintigrate 
into a gray dust. “The Ark” is produced 
for Arkell by Moresales Associates, 461 
8th Avenue, New York, New York. 
Viola McGinnis of Moresales sent us 
the first copy ... reporting that Vol. 1, 
No. 1 of the small bimonthly and the 
Dawe story were an immediate hit with 
Arkell personnel and customers. 


“MADEMOISELLE” .. . “The mag- 
azine for smart young women,” wasn't 
so smart in a recent mailing. Herman 
Herst, Jr., Shrub Oak, New York sent 
us a subscription letter he received from 
the magazine. It begins: “Your name 
has been given to us as a young woman 
of taste, etc.” How they can miss Her- 
man Herst, Jr., as not being “a young 
woman” is a sure indication they don't 
clean their lists. The letter goes on. 
“When Mademoiselle talks of fashion, 
it shows you the very suit or dress you'll 
want to buy.” Could be. But when they 
talk to the wrong person . . . their 
mailing shows a big zero. 


[> JOINING THE RANKS OF UN- 
USUAL PUBLICATIONS is a new six- 
pager from Brownwood, Texas. It’s called 
the “Game Caller News.” Devoted ex- 
clusively to wild animal calling. Stories, 
articles, and plenty of pictures enlighten 
sportsmen on the finer art of “calling.” 
Publisher A. L. Lindsey reports that 
there are 50,000 game callers in the 
U.S. If you’re one of them, you can get 
“Game Caller News” by writing Mr. 
Lindsey at 501 East Depot Street, 
Brownwood, Texas. 
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FOR EFFECTIVE SHOWMANSHIP 


Plastiplates keep each job on the ball 


If you've ever seen a hot Direct Mail selling idea lose its drive in 
mediocre reproduction, you know the value of sparkling reproduction 
in winning the battle for the reader’s eye and wallet. 

Assuring effective showmanship...that’s the job Plastiplates do, 
and how! These “live” results are only natural, for Plastiplates 
possess a plastic surface bonded to a tough pulp base...a surface 
akin in potential to lithographic stone! You capture the whole of a 
line image... all the dots in a halftone. 

And Plastiplates handle cleanly, conveniently, speedily... the new 
Pre-sensitized Photospeed Plastiplate is extra fast...comes to you 
ready to expose and run! 

For Effective Direct Mail Showmanship that snaps your prospects 
into a buying frame of mind, latch onto Plastiplates right now! 


For FREE press-test proof of Conventional or Pre-sensitized Plastiplates’ 
superiority on your press, mail the coupon! No obligation, of course. 


Remington 


Remington Rand, Room 1867, 315 Fourth Ave., New York 10, N. Y. 


DC Yes, I’d like a free demonstration of what Plastiplates can do, in my 
office, on my press! No obligation, of course. 
Send Plastiplate folder (1) Conventional (DS62) [ Pre-sensitized (DS108) 
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If you're planning on lithography for a medium that 
will run into thousands of copies, and require many 
full-color illustrations—a_ recipe booklet, for example. 
or a travel folder—it will pay you to look into MotstTRiTe 


Orrser and Nortuite Orrser. These Mead Papers are 


THE MEAD CORPORATION ‘Paper Makers to America’”’ 


Sales Offices: The Mead Sales Co., 118 W. First St., Dayton 2+ New York+Chicago+ Boston- Philadelphias Atlanta 


especially made for flawless lithographic reproduction 
at moderate cost. 

Your lithographer or your printer—and, behind him, 
America’s leading paper merchants—will tell you that 


Mead Papers mean business. Ask for evidence. 


MEAD 
Papers), 


This advertisement, in full color in Time and Business Week, helps you. 
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HOW TO 


THINK ABOUT 


SHOW MANS EN? 


WHAT IS 
SHOWMANSHIP ? 


SHOWMANSHIP is perhaps a 
misnomer. But in lieu of a better 
word... well have to use it tor this 


study. 


SHOWMANSHIP is the one cle 
ment most needed in direct mail... 
but the definition of it is so misunder 
stood, many people shy 
away from even speaking the word. 
“Beneath our dignity” “only for 
the hucksters.” 


advertising 


But the “showmanship” we are 
talking about in this study is an en 
tirely different state of mind. Show 
manship, as such, is not gadgets. Show 
manship is not the circus of Barnum 
and Bailey. Showmanship is NOT 
distorted, frantic ballyhoo to get atten 
tion. Showmanship is not necessarily 
tricky or high-pressure. Showmanship 
can be spectacularly simple. Show 
manship can be spectacularly dignified. 
Good showmanship can be lacking in 
all of the commercially accepted de 
finitions of showmanship. Unless you 
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IN DIRECT MAIL 


by Henry Hoke 


understand this distinction, you just 
won't be able to understand what we 
are talking about. 


In this study we'll try to put down 
in black and white the fairly simple 
rules showing how good showman 
ship can be applied to direct mail. 
Remember... there show 
manship and there is bad showman 


is good 


ship. 


Back in 1936 this reporter worked 
closely for nearly a year with Kenneth 
Goode, who with Zenn Kaufman au 
thored “Showmanship in Business.* 
Ken accepted the program chairman 
ship for the Direct Mail Advertising 
Association convention ot that year... 
and during the long involved process 
I learned how his ideas for all dbust- 
ness could be applied to direct mail. 
The only trouble was... we were 
about fifteen years ahead of time and 
a lot of people misunderstood. They 
couldn't see the sound principles be 
hind the symbolic “show.” Since then 
more people have grasped the proper 
definition of “showmanship.” We 
have learned more about its applica 


tions. We have seen what properly 


* Reissued by Harper & Brothers, 1947. Price 
$3.00. Still one of the best books on the 
subject 


planned s#owmanship has done to im 


prove otherwise drab direct mail. 


That's why we want to set the re 
ord straight. Get it down in a-b-c fash 
ion... so that newcomers and non 
showmen can profit. 

Some of Ken Goode's ideas are 
worth remembering: 


T. Success in business may best be 
forwarded by surprisingly simple 
formula actively operating in both di 
rections: 

a. Finding what people like... and 
b. Doing MCRE of it. 
And equally important: 
a. Finding out what people don't like... 
and 
b. Doing less of it. 


2. “Showmanship... is the art ot 
starting right with the rest of the 
world. And keeping right. Profitably 
right. Positively right. Spectacularly 
right, if you will. Because no ordinary 
definition can include all its varied 
implications, it is impossible to define. 
Showmanship is a bigger name for 
‘tact.’ Active, aggresive tact. Tact on 
a gorgeous scale. Tact blown up into 
a balloon. Painted like a barber pole.” 

Try to remember that theme when 


your co-workers or bosses confuse 
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RECORD UPON RECORD 
PROVES 


@ Here —— a few of the case histories 
of successful Scriptomatic installations: 


u.s. NAVY 
Scrpromauc proved one on ne 
auons, 
jressing commun 

Punc 
personne 

¢ selec 

for masters permit com 
name, grade, 


PUBLISHER 
two separal 
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bun yne address 


Scrpromanc com 


an on ¢ of 

each and suorage Handles 
tes $5 

na zinc addre ressing system. 


ot 
previous 


mailings 
lio ie. Masters 


addresses 15 
record cards. 


Scriptom: work of 10 
customer 
ac 


Scriptom 
trouble of 
ume 
cet! 
booklets 
REPORTING 
SERVICE 4 (pin 
rer card 
s ant 
cripromatic 
ovet 


Sa 
000 annua 
business 


oss 
volume of 31%. 


Other caserecords may apply more closely 
to your problems. Write or phone us 
today ... It might start you toward sub- 
stantial savings for years to come. 


SCRIPTOMATIC, INC. 
300-316 N. 11TH STREET, PHILA. 7, PA. 


showmanship with gadgets... or with 
extreme, inappropriate, nonsensical bal 
lyhoo. The showmanship we are talk 
ing about is TACT. Tact, with the 
elements of good showmanship, ap 
plied to direct mail. 

Whether you like it or not... we 
are all showmen. From the day we 
are born to the final flower-bedecked 
ceremony which bids us farewell. We 
sell ourselves and or ideas by the 
good showmanship of speech, appear 
ance, tone, action, étc.... or we fail 
because of poor showmanship. 

We connect the word showman- 
ship with the circus, the the.er, the 
night club... because the folks who 
run these things use all the physical 
and psychological elements ot show 
manship to attract people to the box 
office. They know what mates reople 
fork over money for eniertoi. vent, 
for escape, tor contentment, ior re 
lief. 

But all business is a show. On a 
grand or small scale. The department 
store is a show, The manutacturer of 
machines or household appliances is 
running @ show. A show to make 
people feel like doing business with 
the good showman. Design in pro 
ducts, store displays, sales contacts are 
... Showmanship. If it’s good, it works, 
It it’s bad, it fails. 

As Ken Goode said at a DMAA 
convention... more forcefully than 
grammatically: 

“Don't tell people how good you 
make your goods. Tell them how 
good your goods make them.” 

Behind that formula... is the need 
for showmanship. Every day you put 
on a show (or should). The extent 
to which you put on a good show 
determines your “box office.” And if 
you can understand and apply the 
real elements of showmanship in your 
“direct mail”... your box office (re 
turns or results) will be improved. 

Quoting from Kenneth Goode 
again: “As Elbert Hubbard said of 
art, showmanship is not a thing; it 
is a best way of doing everything. 
Like art, showmanship is everywhere.” 

The people who have done big 
things with direct mail, the so-called 
Direct Mail Leaders, have learned the 
secret of applied showmanship. The 
others who are responsible for the un 
holy mass of unimaginative dull, re 
sultless direct mail have failed to un 
derstand what showmanship means or 
does. 

If you think “showmanship” isn’t 
important do what I did some 
months ago. During an over-the-din 
ner-table discussion of “jwhat's wrong 
with direct mail” an agency account ex 


ecutive commented on the depressing 
amount of stupid and absurd direct 
mail he received from publishers try 
ing to get him to use their space for 
clients. An advertising manager chim 
ed in, “Henry, you ought to see the 
mass of junk I get.” I replied by ask 
ing the account executive and two ad 
vertising managers (national advertis 
ers) to save all their media mail for 
a month. Then have their secretaries 
bundle it up and ship to me. All 
three did it. 

I intended to write an article on 
the subject, but after examining and 
cross-examining the material I de 
cided to kill the article. | would have 
had to mention names. | would have 
had few friends left in the publishing 
business. The majority of pieces were 
pure, unadulterated junk. A few stars 
in the pile... Quick, Life, Time, Sat 
urday Evening Post, McCalls, New 
York Times, Newsweek... the work 
of good showmen well-heeled with 
coin of the realm. But even some of 
the biggest publications hit a dead 
end. Poor letterheads, poor processing, 
stupid writing which revealed at first 
glance the only thought of the writer 
.--to sell space, damn it, and quick. 

Trade magazines were the worst. 
Letters bragging about the Aigh qual- 
ity of magazine were processed on 
letterheads of the 1890 vintage. Let 
ters rambled on... violating every 
formula in the book... disgregarding 
the old rule that the two major ob 
stacles standing in the way of the suc- 
cess of any mail approach are: 


a. Human inertia (laziness) and 
b. Competition for prospect's dollars or 
attention. 


Violating, too... the old formula 
that “people think they think but very 
few really think.” 

Here were these hundreds of pub- 
lishers dumping mail on the desks of 
an agency account executive and two 
advertising managers of national ad 
vertisers. Each piece was in compe 
tition with every other piece in the 
day's mail. It either stood out head 
and shoulders... or it joined its sor 
did brothers in the circular file. Each 
piece reached a busy, harried, jittery, 
ulcer candidate. Men who are accus 
tomed to quality in their own work; 
men who can spot mediocrity in the 
flick of an eye. 

One of the most pitiful cases il 
lustrates the lack of thinking (typical 
of many of the letters). The advertis 
ing manager of a trade magazine wrote 
to the account executive: “In a separ 
ate mail I am sending you a copy of 
our November issue. Will you please 
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turn to page 103 and read the im 
portant article on schoolroom lunches.” 
Then... the pitch on how editorial 
content made good surroundings tor 
cooking utensil advertising. 

The question: Did the writer of 
that letter ever visit an account ex 
ecutive’s office (in a big agency)? Did 
he ever see the stacks and stacks 
of magazines waiting to be opened 
or filed (if ever)? Can he visualize 
the impossibility of getting Mr. X to 
tell his secretary to watch out for 
the November issue of Y magazine 
and show him Z article when she 
found it. Impossible. Absolutely im 
possible. The fellow who wrote the 
letter didn't use TACT. He didn’t 
know the elements of good show 
manship. Good showmanship would 
have dictated an appropriate pack- 
age... a simplified, dramatic appeal 
placed before the prospect tor quick 
assimilation and decision. 

I recently appeared before a group 
of advertising sales executives of the 
Wall Street Journal. Showed them 
some of the results or findings of my 
personal survey of media promotion 
(understand... this applies in other 
activities as well). I told Advertising 
Director Ted Callis that | thought I 
had finally discovered the secret of 
why most of this media promotional 
material is mediocre and ineffective. 

Here’s the thinking: The fellows 
who write it studied in the wrong 
school... the mail order school. They 
are trying to mimic the formulas used 
by the circulation department. “Get 
the unit price low, Cut corners on the 
cost per piece. Drive hard tor a sale.” 
Ete. They haven't studied showman 
ship. They haven't analyzed the job 
to be done. The problem of selling 
space is different than selling circula 
tion. Most of the writers of mediocre 
space solicitation letters work for or 
ganizations which spend thousands ot 
doilars for their colorful covers and 
the expert typography of their pro 
duct... but they then attempt to sell 
space in the product with material 
which screams with penny pinching. 
They even worry about postage when 
it shouldn't really make any difference 
whether the stamps on each piece cost 
llo¢, 3¢, 6¢, 12¢, or 30¢. They get 
along with a lousy-looking one-color, 
drab letterhead at (42¢ ot each) 
when they really could afford a 2¢ or 
3¢ «or S¢ piece which would say 
silently and politely: “My pants are 
pressed, my hair is combed, shoes shin 
ed, tie straight, hands clean... be 
cause you are important and I don’t 
want to offend.” 

Get the point? 
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The planners of mediocrity tail to 
realize that with a limited group of 
important prospects... penny pinch 
ing is not important. Penny pinching 
is disastrous. What would it cost to 
take one good prospect to the Stork 
Club in New York or the Pump Room 
in Chicago? Fifteen dollars? Twenty 
five dollars? Fifty dollars? Worth it? 
Then you slap him in the face with 
a cheap-John direct mail effort which 
you brag to the boss you were able 
to buy or produce for 7¢ to 10¢ each. 
Maybe less. 

So... the point I'm trying to make 
is that poor direct mail is a question 
of poor showmanship. Good direct 
mail... with favorable impact is a 
question of good showmanship. 

I've seen this same principle work 
in many classifications of industry. 
We (the advertising managers or 
counselors) set up a pattern and fol- 
low it blindly. We are inclined to 
group all prospects or all customers 
as... a standardized group. There 
isn't such a thing. Some people are 
more important (to the box office) 
than others. 

Some require different types of 
showmanship. 

That's why we think this study ot 
showmanship is important. Important 
to everyone concerned with the use 
of the mails, 

So follow us in an orderly way of 
thinking about a confused subject. 
Some of it may be dry because we've 
got to back-track to pick up some 
neglected fundamentals. From here 
on we'll give you, as boiled-down as 
possible: 


- The fundamentals of showmanship (from 
theater to business to direct mail.) 

. How the fund. Is can be applied 
to direct mail formats. 

thed for det i what type 
of showmanship your direct mail, or 
parts of it, need. 


An analysis of the SIX major types of 
direct mail showrnanship. 

- A digest of the ten most important 
ways to make your direct mail appeal 
to one or more or all of the human 
senses. 

f. A schedule of the pitfalls in the over- 
enthusiastic use of showmanship. 

g- And finally... a complete report on 
the most thorough job of showmanship 
ever accomplished (in our experience) 
with direct mail. A campaign (from 
one company) which illustrates nearly 
every element or phase discussed in 
the a-b-c-’s above. 


If you follow this outline carefully, 
put it to work in your own direct 
mail activities, you will save many 
headaches. 
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THE FUNDAMENTALS 


OF SHOWMANSHIP 


We cannot give you a textbook on 
all the devices techniques — by 
which the true showman develops 
an attraction which will build “box 
office.” It would make too long a 
study. You can study it by observa 
tions and by reading books, such as: 


and 


Showamnsihp in Business by Goode 
& Kautman (Harper's, $3.00). 

What Makes People Buy by Don 
ald Laird (McGraw-Hill, $2.75). 

Showmanship Advertising by 
Hendricks & Orr (Showmen’s Trade 
Review, $7.50). 

The latter written tor theater 
men (showing them how to adver 
tise ) . but many of the ideas are 
adaptable to other businesses. 

We'll try 
outline. 

Back in 1936 (previously men 
tioned) when we were trying to ana 
lyze how the principles of the theater 
(or show business) could be applied, 
somebody came up with two separate 
listings: 1) the psychological, and 2) 
the physical elements of true show 
manship which could be applied 
(when appropriate) to direct mail. 
The Psychological Elements: 
Adequacy 
Aptness 
Arrangement 


Confhet 
Contrast 


was 


to give you workable 


Humor 
Liveliness 
My ster 
Personal 
Plausibility 
Realism 
Regularit 
Restraint 
Simphreity 
Strite 
Timeliness 
Vanity 
Variety 


Curtosit 
Dusarrangement 
Dramaticness 
t mothon 
Extremes 
Fashions 
Firsts 
Friendliness 
At this point we don’t want to get 
involved in a detailed explanation of 
each, for case histories later on will 
illustrate the possibilities. The words 
themselves should give you ideas on 
the application to your business. 
For instance, adequacy. The exam 
ple given in Section One illustrates 
the point. The material sent by the 
publishers to account executives wasn't 
adequate for the job to be done. It 
didn’t make the right impression. Is 


your physical material adequate to put 
the 
pression’ Is the setting right? 


across correct’ psychological im 
Go on down the list. Is it apt? It 
isn't apt, for example, for a national 
organization to send a third class mail 
ing addressed to “The President” (no 
name) and imprint the envelope “Per 
sonal.” Then the president discovers 
nothing more than a printed circular 
He impressed. He is 
burned up. What about the arrange 
ment ot each component part in each 
piece or continuing campaign? Does 
make the 
psychological impression? 

Can you bring conflict into your 
copy or design? People, whether they 
admit it or not, like conflict. That's 
why they go to prize fights and base 
ball games. In your appeals, can you 
show conflict between old and new, or 
struggle to improve? Possibilities of a 
contest? 

Contrasts are always important in 
selling. Comparisons. Curiosity has 
been the dominating theme behind 
many successful selling campaigns. 
Teaser campaigns they are called. 

Disarrangement and 
then solution. Dramaticness is just an 
name tor IMPACT. 

Emotions so many of them— 
love, hate, fear, sympathy, envy, crav 
ings for many things. The experts 
say there are basically twenty-five hu 
man emotions which cause people to 
do things. We've printed them 
but they are worth repeating: 
make 


save 


inside, isn't 


poor arrangement wrong 


(contusion ) 


other 


buy or 
betore, 
1. To 
2. To 
3. To 
1. To 


5. For 


money 14. To gratifs 


monev curtosity 
To protect famil 

Save time oon 
o be in style 


effort beautiful 


avond 
comfort 

Satish appetite 
other 


For safet mn 


cleaniine 
health 


To escape 


6. For 


For emulate 


buving 

physical pain To avoid 
For praise To be 
To be popular 3. To 


To attract the 


individual 
protect 
reputation 
take 


tage of 


opposite sex To advan 


To conserve opportun 


POSSESSIONS ites 


For enjoyment 5. To avoid trouble 
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Your job (in planning direct mail) 
is to find out which of those human 
emotions could be susceptible to your 
appeals. 

All the other listings of psychologi 
cal elements are nearly self-explana 
tory. Fashions . . . or tashionable. In 
good taste. People are interested in 
“firsts.” You can weave friendliness, 
humor, liveliness, mystery (some 
times), personality, plausibility, ete. 
into your copy and design. 


No matter how much dramatic, 
well-printed showmanship you put in 
to your direct mail, if it lacks plausi 
bility, it will tail. You can get the teel 
ing of realism by many devices, which 
we'll describe later. You can get vari 
ety in regularity; restraint by simplic- 
ity. Strife is another word for conflict. 
Timeliness can be put across more 
pertectly in direct mail than in any 
other medium. 


Those words in the listings are 
simply to help you think about the 
psychological elements of showman 
ship. Some can be applied to your 
business. Others, perhaps not. 


The 1936 planners came up with a 
second listing: The Physical Elements 
of Showmanship. Here they are: 
Actuality Light 
Animals Magn 
Authenticity Motion 
(authority) Names 
Beauty Personalit 
Color” (personality) Personification 
Conflict Pictures 
Energy Revaluation 
Expensivencess Sex 
Firsts Sme!l 
Individuality Sound 
Lite Svmbolism 

Again .. . no need for long descrip 
tions. Think about them. Actuality 
is merely another name for realism. 
Animals . . . people love them. Many 
advertising campaigns have been built 
around them. .duthenticity . . . testi 
monials. Beauty in physical format it 
it's appropriate. Color or tone . . . 
building up a personality, such as a 
trade character. Putting personality in 
to your letters .. . the Frank E. Davis 
type of fish selling letters . . . or 
Jack Carr’s Cordial Contacts. 


Conflict again . . . physically shown 
with energy. Expensiveness in format 
for impact and favorable impression, 
or to give your material individuality 
and life .. . making it stick out head 
and shoulders above the mediocre ma 
terial received in the same mail. You 
can use light, magic, motion, names, 
personalities, pictures, etc. There are 
the appeals to the senses . . . smell, 
sound, touch, sight and, at times, 
even taste. The possibilities of sym- 
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bolism are nearly unlimited in most 
businesses—t rade characters, trade 
marks . difficult explanations made 
clearer by using familiar symbolic 
characters or designs. 

Those forty-nine psychological and 
physical elements are part of the kit 
of tools used by most showmen (in 
the theater or in business) to put 
across their ideas. 

The main thing to remember when 
you try to apply showmanship to 
your business is: Showmanship in real 
life does only four practical things: 


1. It attracts attention . . . favor 
able attention when rightly handled. 

2. It emphasizes the important 
points of your message. 

3. It emotionalizes the appeal so 
that it strikes one or more of the basic 
human desires. 

4. It creates action it the impact 
is appropriate. 


Those are the only four reasons 
why you should study showmanship 
and try to apply one or more or all 
of the forty-nine elements to your 
direct’ mail. 

But atter hashing around (back in 
1936) for many months, trying to 
build a direct mail program around 
showmanship .. . it became apparent 
that “ftty elements” were too compli 
cated and contusing; too impossible to 
cover adequately. 

So the picture became clearer by 
constructing six separate major divi 
sions into any one or all of which could 
be included some or all of the forty-nine 
or so elements. That division formed 
the first basis for present-day thinking 
on how showmanship can be applied 
to direct mail. Seventeen years of ex 
perience hasn't changed its usefulness 
or value, 

The divisions are: 


Humor 
Emotions 
Continuity 


Simplicity 
Richness 
Realism 


Go back over the list of physical 
and psychological elements and you'll 
see how they can be fitted into place. 
We'll describe them only briefly here 
because it’s more important to get 
down to details in the section on de 
sign. 


Simplicity: That's just the oppo 
site of the common conception of 
showmanship. Not the gadgety, sen 
sational type of showmanship. For 
contrast . the theater changes from 
the big, colortul spectacular to a sim- 


ple, quiet figure in the spotlight. 
Direct mail can be handled that way. 
Dramatic by its simplicity. Simple 
mailing pieces; simple layouts, forms 
and copy; or a simple selling cam 
paign. A bank or a national charity 
drive may be forced to keep things 
simple to carry through the idea of 
dignity. The postal card type house 
magazines edited by Orville Reed are 
dramatic because of their appealing 
simplicity. There are many times, in 
both large and small organizations, 
where simplicity is the only possible 
permissible form of showmanship. 
Don’t forget it. 


Richness: The opposite of simplic 
ity .. . but there are many variations 
or shadings between the two. How 
simple? How rich? These are the 
questions you must answer. The an 
swer depends on the problem, the 
purpose and the budget. But primari 
ly, the glamorous pieces*of direct mail 
fall under this classification. Like the 
mammoth brochure Grover Whalen 
prepared for the heads of all govern 
ments in promoting the New York 
World’s Fair . . . or some of the 
masterpieces designed by Leon Bam 
berger for RKO Radio Pictures . . 
or the spectacularly expensive promo 
tions of the pharmaceutical manufac 
turers. Richness is big-time showman 
ship. There is practically no limit to 
its possibilities in direct mail. 


Realism: Direct mail can show 
and do things that cannot be done by 
other forms of printed or permanent 
advertising. Your realism can be sim 
ple or it can be rich. Later on in this 
study we'll give you a section devoted 
to the ten major techniques of ob 
taining realism. But mainly, this di 
vision of showmanship is concerned 
with novel formats—cut-outs, pop-ups 
gadgets, sample pieces — designed to 
dramatize your product, service or of 
fer. It is this division which causes 
the confusion about showmanship. Too 
many people think that when we 
mention showmanship we are talking 
about gadgets and mechanical con 
traptions. Realism is just one type of 
showmanship. Very often important. 


Realism in your case 
mean nothing more than _ expertly 
handled, four-color reproductions. For 
good examples see some of the indus 
trial product literature of General 
Electric. 


may 


Humor: It needs a separate section 
of its own. Some can use humor. 
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Others cannot. Some textbooks have 
said that you “must never use humor.” 
Too dangerous. But that isn’t so. Hu- 
mor is dangerous if used unwisely... 
but some of the most successful cam 
paigns in the country have been based 
on humor. Cartoons, comic _ strips, 
trade characters, animated copy. Mer 
ral Fox of Baltimore got national 

tention for himself and his client for 
his simple, humorous campaign for 
the Lapides Delicatessen Store. Jack 
Carr worked a lifetime and helped 
to build many businesses writing hu- 
morous, cordial contact letters. It’s good 
when wisely used. More later about it. 


Emotions: The sky is the limit 
when applying this basic element of 
showmanship to direct mail. The ver 
satility of the forms and uses of direct 
mail make it the ideal medium for 
dramatizing the serious emotions .. 
such as conflict, mystery, love, sym 
pathy, fear, etc. There are ways to 
handle it right. Ways to handle it 
wrong. The emotional appeals can be 
simple. They can be rich or elaborate. 
They can also be rezlistic. Sometimes 
they can even have a touch of humor. 

All those divisions of showmanship 
tie in together. So to be a real show 
man you must know how to fit the 
pieces together. 


Continuity: This is a catch-all clas 
sification which in most cases includes 
the others. All good shows have con- 
tinuity. All direct mail efforts (except 
possibly one-shot mail order promo 
tions) should have continuity. This 
division of showmanship calls for 
coordinated effort; building up a fam 
ily resemblance in all pieces of mail 
over the years, even though there are 
changes of pace and variety. There 
will be more vhout this subject later. 


All of the above is a capsule out 
line of the basic principles of show 
manship applied to direct mail. Just 
enough to start you thinking. A com 
plete text on the subject would fill 
many hundred pages. 

If you have learned nothing more .. . 
just remember that showmanship is 
NOT necessarily tricky, gadgety or 
spectacular. Showmanship simply 
the art of doing things right. 

If you analyze your business and 
study the elements of showmanship, 
you will not make mistakes like the 
folks we mentioned in Section One. 
You will use the type of showman 
ship appropriate to your business. 
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A REVIEW OF FORMATS 


RELATIVE TO SHOWMANSHIP 


Before you can apply true show 
manship w mail, you 
must review ali the possible formats 
within the medium... if you are not 
thoroughly from 
broad experience. 


your direct 


already saturated 


Too many people fooling around 
with direct mail (“tooling around” is 
deliberately emphasized ) get set on 
one pattern. They one style 
or one format and stick to it... not 
wanting to discontinue a “successful 
tormula.” How do they know it's 
“successtul”? Why couldn't something 
else (a different style or format) be 
just as successful or more successful? 


adopt 


That's what makes direct mail so 

wondertul. It's the most flexible, the 
most variable, of all the printed media. 
There are practically no limitations 
in forms or tormats except the Inge 
nuity (or lack of it) in the creator. 
Size, shape, pictures, type and colors 
are not limited as they are in other 
mediums of printed advertising where 
size specihcations are detinitely pre 
determined on one flat plane. 
First, and most important, to re 
member is that there are four distinct 
types of direct’ mail —persuasive, in 
formative, reminder and utility. Ir 
respective of what element (or ele 
ments) of showmanship you want to 
inject... the predetermination ot your 
need tor one or more of the four 
types above helps in deciding on the 
best format. 


direct mail (where you 
want recipient to take prompt action ) 
different 


Persuasive 
requires altogether formats 
than 


Reminder (which is just to keep 
those on the list thinking about you) 
or 

(which is to 
customers of prospects or 
with detailed 
your product or service) or 


Informative turnish 
“centers of 
about 


intluence tacts 


Untity (which is the work horse of 
direct mail, such as order forms, re 
ply cards or envelopes, labels, pack 
aging, cards, etc.). 


No one can say: “THIS its the best 
format tor direct mail.” This may be 


business 


okay for persuasive direct’ mail, but 
it may tall flat on its face into the 
wastebasket if used for intormative 
or reminder direct mail. 

So the first principle of applying 
showmanslup in direct mail is: don't 
get hipped on any one format. Don't 
stick to any one form blindly. Know 
all formats so that you can change 
pace; so that you can add the spice 
of variety; so that you can fit the 
format to the need. 


Methods of Selecting Size 
an Style 

Here's a simple method of check 
ng yourself when you are trying to 
decide on the size and style of the 
physical presentation of a direct mail 
message. Check the tacts with the 
following questions: 

1. In which classification (persuasive, im 


formative, reminder, utility) does the single 


puece bel 


2. What tormat 


would best. based on the 


ny 
within that classtheation 
mmswers to the 
following questions 

a. How long ws tne story to be told, and 
how much of it should be told by pictures? 

b. Can it be told best by: letters, tolders, 
cards, broadsides, booklets, brochures, blot 


ters, manual house magazines, bulletins, 


charts, reprints, novelty forms, or what have 
ou 

c. How much space will illustrations = re 
quire tor reasonable display inpression? 
d. At whom is piece directed? Should it 
be tor hling size mash wunpression, or a 
Sumple or elaborate? 


quick selling flash 


ce. Limitations of price Number of pieces 
needed within that price 

Methods of distribution? Should it be 
selt-manler Fu a determined of en 
velope mailing devine, package on rack 
space Mect point-of-sale or other distribu 
then nts 

g. Does it fully meet postal requirements 

Use that check list the next time 
you have a problem of making a de 


crsion on tormat, 


Variables in Format 
Now let's take a quick review of 
some ot the most unportant tormats 
...80 Wwe can understand how silly 
it is to get in the rut of sticking for 
ever to any one pet. 
Letters are the most 


widely used 


form of direct mail. Perhaps because 
they are the closest thing to selling 
in person. In some businesses (parti 
cularly small ones) letters are the only 
contact betweer management and cus 
tomers (or potential customers). So 
the basic format is the letterhead ( with 
its accompanying envelope). The first 
decision in most businesses is the let 
terhead. What kind of a letterhead? 


We won't, at this time, get into the 
design of the letterhead (see Section 
5). Just consider the format in rela 
tion to showmanship. Custom has 
made the 8lox11 inch letterhead 
standard procedure. Business firms who 
want their daily correspondence hand 
led quickly or quickest by the post 
office usually stick to No. 9 or No. 10 
envelopes. (Postal clerks usually can 
cel and distribute the “long envel 
opes” first.) But, in determining your 
needs, question whether it is neces 
sary to stick to the standard 8lyx 11 
letterhead. Or question whether differ 
ent colors, even with 814x 11, will 
add distinction or variety. 


There are plenty of other formats 
for letterheads. Get acquainted with 
them. There's the Baronial or Ex 
ecutive style (7144”x For 
short, quick messages you can use 
halt size (Slo”x 8's”). Variations 
of the letterhead can be like memo 
torms (6-14 x6-%” or 3144”x7”). 
For some occasions you may want to re 
arrange your letterhead into a_ bul 
letin masthead. Or, tor informative 
type mailings, consider a four-page, 
illustrated letter. Some organizations 
have found miniature letters effective. 
Then there are jumbo letters and let 
terheads (17x22) for smash im 
pressions. There are the so-called 
dual use letterheads with a die-cut 
flap at the bottom, making a combi 
nation letter and informative circular. 
Reply-O type letterheads combine the 
letterhead and a return card or envel 
ope in a die-cut pocket. 

The main point to remember is: 
There is no such thing as a stand- 
ard \etterhead when it comes to in 
yecting smart showmanship into your 
mail contacts. Letterheads and envel 
opes are as variable as your ingenuity 
and the crattsmanship of your printer 
and your manufacturer. 
Good showmanship tor you may de 
mand that you not be different... 
but if good showmanship demands 
Variety, try changing sizes, colors, 
weights and stock of your letterheads 


envelope 


and envelopes. 

When to consider folders 
times called “circulars” ): Folders, next 
to letters, are possibly the most com 


(some 
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|_ OFFSET PRINTING 

|_ LETTERPRESS PRINTING 

_ ART WORK & LAYOUT 
|_LINO-or VARI-TYPESETTING _ 
A |_CAMERA & PLATEMAKING 

. +. at terrific LOW prices! Here BINDERY & PACKAGING 


is truly fast service and fine qual- = 

TYPEWRITER ADDRESSING 
ity, v ! 

ty, COMPETITIVELY PRICED ~— MAILING DEPARTMENT 


Here’s the pitch... eliSts 


Eliminate all the deadwood from your team of suppliers! Broke 
Here's a complete service you can depend on . . . for 

price, for quality and for performance. Our complete 
printing and mailing facilities—all under one root enable 

us to service hundreds of accounts. Many of these ac- 

counts are out of town ... proof of our unfailing service. 

And many of our accounts are Advertising Agencies who 

find our fine results a reflection of their own high stand- 

ards. Read our line-up . . . You'll find REGINA SERVICE 

can handle all your printing and mailing problems! 


Now throw us the ball... . You're Safe ... Even if 
for your next job! Like most of vor deadline seems impossibly 

: near, you'll have a better chance 

our accounts, chances are you'll of meeting it when you use our 
be using us for years and years! complete services. Here, in one 
large complete building, we 

No lost time—everything in one can design and prepare your 
place, everything done quicker mailing piece, make our own 
than you thought possible! plates, print, address and ship. 


ALL JOBS ESTIMATED INDIVIDUALLY 
STOCK PRICES ON STANDARD BLACK AND WHITE JOBS — WRITE FOR PRICE LIST 
Managed by terrific know-how . . . coached by specialists in their 
field! This fine team works together under one roof. For your 


next job, whether you require our complete services or only one 
of them, convince yourself that our service is a fact, not a promise! 


And for a Sure Hit... 


If you wish, you can avail yourself 

of our copy, layout and art ser- 

vices. Give your direct mail the 

benefit of expert promotional 

treatment. Possibly our suggestions 
| ©@M save you money and increase 
results tool 


REGINA SERVICE - 847 Lexington Ave., Bklyn 21, N. Y. 


A FAST, EN rao 
ERGETIC, POW 
ER-PACKED LINE-UP 
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R 
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when the job is LARGE 


call LEMARGE! 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge . . . the finest mechanically 
equipped mailing service in the 
Middle West producing all types of 
jobs at low cost. 


Lemarge . . . a battery of modern auto- 
matic inserting machines turning out 
over half a million pieces a day. 


Lemarge . . . specializing in speedy 


premium handling and mailing and 
low cost typewriter addressing. 


the LEMARGE company 


417 S. Jefferson Street 
Chicago 
Phone: HArrison 7-1030 


monly used of all printed or proces 
sed advertising forms, because they 
are comparatively inexpensive and most 
flexible. Size, shape and style are un 
limited. In format, folders bridge the 
gap between personal letters and the 
booklet. That is the best rule to re 
member concerning when to use fold 
ers, although folders are often used 
to support or supplement letters 
(sometimes they are called “enclos 
ures”). 

Use folders to precede and tollow 
the more elaborate forms, books and 
presentations. Use them for the short, 
direct, printed messages that hammer 
home selling points in a quick, con 
cise manner. Use them for a single 
shot, or for a series. Use them when 
the sales message should have a com 
pact form that the reader can grasp 
quickly. Inject them with novelty 
and color, but never at the expense 
or interruption of the natural flow 
of the story to the prospect. Folders 
can be used to inform, instruct, per 
suade, remind, or bring the order 
home. 

When to use broadsides: Broad 
sides are large folders and can be 
used advantageously when the aver 
age folder is not adequate to convey 
the story, and ¢ booklet is not the 
form needed or wanted; when a 
smash effect is sought, particularly at 
the beginning of a campaign, or tor 
4 special announcement, or for a spe 
cial emphasis of certain appeals; when 
a large surface is required for picto 
rial and bold copy expression; when 
the psychology or showmanship of 
bigness is desired. 

When to use booklets: From the ex 
planation covering folders and broad 
sides, it is evident that booklets should 
be used when these two former me 
diums are not adequate to convey 
the longer story, or lack sufficient 
prestige value for certain selling jobs. 

The use of booklets is almost as 
great and flexible as are the func 
tions of its smaller brother—the folder. 
Usually designed for thorough read 
ing, study and filing rather than 
“flash” sales presentations, booklets 
must be attractive, interesting and 
easy to read. We do not have space 
kere to discuss the multiplicity of 
purposes of booklets. That would 
largely duplicate the listing ot “49 Ways 
to Use Direct Mail.” (May be obtained 
from the Direct Mail Advertising As 
sociation, 17 E. 42 St.. New York i7, 
N. Y.) 

Booklets should be used when the 
story is lengthy; when it cannot be 
accommodated by a folder or other 
lesser presentation; when dignity of 


approach is desired; when desired 
elaborateness does not reach the bro 
chure classification. 

When to use mailing cards: Mail 
ing cards are usually the least ex 
pensive of all forms of printed ad 
vertising, yet have great utility value. 
Use mailing cards when brief an 
nouncements (not confidential) are 
desired; when budgets do not allow 
a more expensive format; when teaser 
technique is used to introduce a cam 
when single messages or 
influence 
prospects, or obtain when 
quick reminders are effective; when 
element of time is more important; 
when notices, announcements, instruc 
tions, invitations and other short di 
rect messages lend themselves to this 
inexpensive, open, quick reading for 
mat. Mailing cards can also be used 
in some cases for mail order selling. 

When to use brochures: Brochures 
are tor the glamorous phases of printed 
advertising, and should be used when 
an elaborate presentation ot company, 
product or service is desired; when 
there is a need or desire to go beyond 
the booklet and broadside format for 
richness, power and impressiveness in 
size, illustration, color, materials, bind 
ings, etc.; when the presentation of 
a story must match the bigness of the 
selling job, reflect the stature and dig 
nity of the company responsible for 


paign; 
thoughts are desirable to 
leads; 


its production. 

When to use unusual forms: Cut 
outs, popups, novelties and sample 
pieces can be used when realism is 
desired; when it is important to make 
a fast, single impression on the pros 
pect’s mind to gain his immediate 
interest; when you want to show 
things that cannot be done by other 
forms of advertising; when original, 
individual and effective presentations 
of products and services, or their 
teatures, can be effected through forms 
that are different and unusual, but 
appropriate and forceful. 

Later on we'll have a_ section de 
voted entirely to unusual forms... 
describing the reasons for, and ob 
yections to, their use; the various cate 
gories of unusualness; methods of pro 
duction and sources of supply. This 
first description is simply to get you 
acquainted brietly with the most im 
portant’ formats... and when and 
why these should be used. 

The formats described above are 
the primary tools with which you 
can work. There are others... more 
or less variations of the basic formats. 

Catalogs are really booklets or 
books. It would take a large textbook 
to describe all the variations. They 
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Let's swap 
ideas 


Match your advertising 
ideas with these — 
and win a *50 Bond! 


Covering letter does two-way job 


Every month we distribute a Product of 
the Month to our branches and Industrial 
Contractors. Since we had an attractive 
folder, we didn’t want to clutter it up 
with an outside covering letter. The solu- 
tion was a letterhead with the top printed 
upside down. The rest of the page con- 
tains our sales message. This sheet is 
placed inside the cover of our folder, with 
the - lapped over on the front where 
it reads right-side-up, ‘Product of the 
Month.”’ This immediately gets over the 
point ot the promotion and prov ides an 
effective way of attaching a covering let- 
ter containing the sales message. We have 
quantities of the letterhead in stock and 
simply change the message, depending 
upon the particular product to be pushed 
for the month. 


Barry G. McCabe, Assistant Adv. Mer, 
Owens-Corning Fiberglas Corp., Toledo, Ohio 


Makes one label take the place of two 


Here is a label idea that can be made up 
by any printer, and will considerably re- 
duce your production costs on this item 
The labels are designed with a perforated 
strip at the top saying “‘First Class Mail” 
and another perforated strip at bottom 
saying ‘Fourth Class Mail." When you 
are ready to use the label, simply tear off 
the undesired strip. Thus, one label elim- 
inates the need for keeping both First 
and Fourth Class on hand. 


Rex Farrall, 
Rex Farrall Advertising Agency, Inc., 
Canton, Ohio 


Follow-up letters build good will 


We have been using a simple idea for the 
past few years that has paid us well in 
goodwill and better public relations 
Our salesmen make a daily report giving 
details of their calls, person rad ten 4 
results and potentialities. From this re- 
port we send a personal letter direct to 
the individual, thanking him forthe cour- 
tesy extended to our salesman and ex- 
pressing our desire to be of some service 


Read in column at left about a new way to handle covering letters. Fora sure way 
to produce better promotion pieces, read below about Hifect Enamel. 


to his firm. The sending of this letter is 
imperative with new persons called on or 
the opening of a new account. It is used 
quite frequently with regular accounts 
and certainly with accounts which might 
show some irregularity. This practice oe 
not cost us very much in time or money, 
and the results have been far ahead of 
the cost. It builds up our name with 
the buyers we wish to build with, and 
makes it so much easier for our travelers 
on their next visit. 


Robert F. Barr, 
Southern Wholesale Jewelers, Valdosta, Georgia 


Do you have an item of interest? 
Let's swap ideas! 


All ideas contributed become the prop- 
erty of Kimberly-Clark for use in any 
printed form. For each idea used in. our 
magazine advertising we will give the 
sender name credit and a $50 Defense 
Bond. In case of duplicate ideas, only 
the first received is eligible for the award 
This offer supersedes any offer published 
in previous advertisements, and contin- 
ues for two months only. Address “Let's 
Swap Ideas", Room 439, Kimberly-Clark, 
Neenah, Wisconsin. 


Your sales message sells —on Hifect Enamel! 


Have you ever stopped to analyze the 
difference between a “just average” 
promotion piece and one that compels 
attention, holds your interest and spar- 
kles with color, sharpness, lustre? We'll 
bet our bottom spruce tree that an im- 
portant difference is the paper that's 
used. Take Hifect Enamel for example — 
a sheet that's brilliant-white, smooth as 


silk and prints like a million dollars. 
Hifect has that extra something to make 
your folder or broadside fresh, new and 
exciting. It's our finest printing paper — 
it will match any enamel you've ever 
used before. And Hifect is priced right — 
for your budget! We hope you'll try it 
soon—as soon as you have a sales 
message that really has to sell! 


Products of 
Kimberly- 
Clark 
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FOR THE 
DIRECT MAIL 
ADVERTISER 


Over 1800 

different styles 

and sizes 

of envelopes 

... mailing devices 

... Strip gum 

and die cut specialties. 


if it's unusual let us know! 
We probably have 
the answer. 


And... 

send for America’s 
most complete catalog 
of Envelopes 

... (includes 
Packaging and 

Mailing Devices... 
“Mail-vertising” 


Business 
TWO COMPARTMENT 


Getters). 
ENVELOPES BOXLET MAILER 


West 20th St. New 11, N.Y. WAtkins 4-0500 


We don’t have your Envelope and Mail-vertising Catalogs . . . so please send 
them right away FREE! 


can be small, medium or large. For 
clear-cut, simplified showmanship, stu 
dy the catalogs of the big mail order 
companies. 


House magazines, too, are booklets 
or bulletins, depending on the type. 
Don't let anyone tell you there is a 
standard size tor house magazines. 
One survey reported that most busi 
nessmen prefer 81a x11... but some 
of the most sucessful house magazines 
are pocket size. One of the most un 
usual and effective is the 5” x 1316” 
Inside Carrier, the house magazine 
of the Carrier Corporation. House 
magazine editors, to maintain conti 
nuing interest, must know how to put 
on a good show. 


Other formats to consider: Blotters 
(very effective when wisely used) are 
really envelope enclosures (like cir 
culars). Sales manuals or portfolios 
are either booklets or brochures. Range 
from simple to claborate. Labels are 
important when considering show 
manship and the impact of the right 
impression. 


That's enough of a review of tor 
mats tor the purpose of this study 
of showmanship in direct mail. Best 
idea for serious students of direct 
mail is to start an idea file. Save 
and collect’ the best specimens you 
receive. Devote part of your idea file 
to these format classifications. That ts. 
ideas for letterheads, envelopes, fold 
ers, booklets, broadsides, mailing cards, 
etc. The specimens will help to keep 
your thinking flexiAle. 


But remember in thinking about 
formats...you have other tools to 
worry about. (You may get help from 
Reporter booklet, “How to Think 
About Production and Mailing.”) For 
mat simply indicates size or shape or 
volume. To make format and show 
manship complete you must consider 
all the supply and production phases, 
such as: paper, envelopes or mailing 
containers, ink, type, photographs, en 
gravings, dies, plastics, binding ma 
terials, printing processes, duplicat 
ing processes, die cutting, finishing 
assembling, postage, and mailing oper 
ations, 

That's what makes direct mail so 
fascinating. It's so confusing 
to the amateur. The planning, direct 
ing, management of props and pro 
duction for a direct mail campaign 
are nearly as mtricate as staging a 
Broadway production. Which is all 
the more reason why you should know 
as much as possible about showman 


ship. 
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Sure! You know 


YOU CHOOSE FROM 


You need always to weigh the suitability of 
the paper you use to the selling message that 
represents you. Your mailing should go on the 
paper that best meets the varying considera- 
tions of strength, brightness, cost and other 
factors that relate to the job in hand. 


That is why it pays to know you can choose 
from not one—but four bond papers from the 
famous Hammermill line. For each of these four 
sheets does a variety of jobs well. Each is eco- 
nomical to print and attractive to look at. 


--. but did you know that 


BOND PAPERS MADE BY HAMMERMILL 


WITH NEW—1953— QUALITIES 


1. Luxurious Cockletone Bond. The 
letterhead paper you'll find in offices 
where decisions count. The result of 20 
years’ laboratory research and experi 
ments, this paper has every wanted 
quality found in bond papers selling at 
considerably higher cost. 


2. Versatile Hammermill Bond. You 
can now obtain this most famous of all 
bond papers in a new, more brilliant 
white, with improved snap and crackle, 
with greater bulk and strength. Tens of 
thousands of business firms rely on it 
for attention-winning sales letters, neat 
invoices, time-saving business forms. 


3. Management Bond. Created to pro- 
vide business with a low-cost water 
marked bond paper, this quality grade 
1s now available in a more pleasing white, 
with increased strength; maintains 
printability— which has made it a popu- 
lar choice for economical mailings. 


4. Fast-running Whippet Bond. A 
pleasing new white, greater opacity 
and strength characteristics that really 
“stand out" are 1953 qualities of this 
unwatermarked bond. Specially man 
ufactured to give maximum speed 

maximum savings— in the fast produc- 
tion of carefully budgeted printing. 


INCREASED PRODUCTION makes al! these Hommermil! papers readily available 
Specity a bond paper made by Hammermill on your next printing order. Ask your 
printer's advice on the right one for your specific need. Get to know them your- 
self. Mail the coupon today for a sample packet of Hammermill’s “Efficient 4.” 


Remember—it PAYS TO DO BUSINESS ON 


MMERA 
Lapers 


THE HAMMERMILL WATERMARK IS OUR 
jease attach to, or write on, your business letterhead 
WORD OF HONOR TO THE PUBLIC 


Hammermill Paper Company, 
1621 East Lake Road, Erie 6, Pennsylvania 


Please send me—free—a sample packet showing the four 
Hammermill bond papers. 


Name_ 
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HOW TO DETERMINE TYPE 
LA. OF SHOWMANSHIP TO USE 


Selecting the correct type of show 
manship for your company, your pro 
duct or your service depends entirely 
on knowing what the problem is. It's 
outright amazing how many people 
tackle a selling or influencing job 
with direct mail without exactly defin- 
ing the problem and knowing the 
specie objectives. Too many direct 
mail “campaigns” or continuing et 
forts are hit or miss. 


The only way to find out what the 
problem is...is to get the facts first. 
Organize the facts. The easiest way 
to do it is to make a “fact analysis.” 
May take some work but it pays in 
the end. 


| emphasized this point in “How 
to Think About Direct Mail” (Oc 
tober, 1951 Reporter, now in booklet 
form). We'll repeat the simplified 
formula tor making a fact analysis. 
(It's a long story... but this is a good 
highlighting of the process.) 

There are seven steps in a_ fact 
analysis. Before you tackle any direct 
mail job, you should write down on 
separate sheets of paper the following 
information: 


The 
about at. Its history. Its management. Its 


company. Last every pertinent fact 


reputation. Its standing m= the community 
or the nation 


2. The product or servewe. Detine the pro 
duct of serve. Get all the definitions you 
can find trom ete. Get all his 
turwal background. How the product ong 
mated. Hlow it was developed. Make a com 
plete catalog of everything pertaining to the 


prxluct of service 


3. The market. Here vour knowledge of 
people will help. But you should catalog all 
the possible uses of the product of service 
All the kinds of people, starting with the 
most important (in terms of use) and wind 
ime up with the least desirable 

(Note: You can get some real help on 
this analysis of market by writing to The 
Reporter and asking for the reprint of the 
we ran several vears ago on the 
Plan Jane of Direct Mal. Tells you how to 
build and maintain mailing lists. The price 
of the reprint ws We.) 


4. Your method of distribution and selling 


Put down all the facts concerning past dis 
tribution methods, present distribution meth 
ods and future possibilities. 


5. The presentation of the sales message. 
You should have a complete file of all tor 
mer advertising. You should make a complete 
analysis of how your product or service has 
been presented to the public of a segment 
ot 


6. The media. Make a catalog listing of 
all the forms of advertising which have been 
used to put your product of service across. 
It would be helptul if you could separate 
the amounts of money. 


The sales objectives. Analyze just what 
the sales possibilities are. In other words, 
market. In analyzing this, 
you can determine the extent to which direct 
mail can be used, the length of the program, 
budget, ete. 


your potential 


When you have put down on paper 
all the answers to the seven points 
listed above... you will then have a 
fact analysis of your business. From 
that point on you are in a better posi 
tion to determine what kind of show 
manship you need... copy, format 
and design. 

But you have not completed the 
job. Not by a long shot. You have 
the facts... but do those facts (pos- 
sibly all favorable) reveal the real 


problems? The only way to uncover 


basic problems is to find out what's 
wrong. What has to be overcome? 
What are the obstacles? 

So you make another fact analysis 
in reverse. Instead of being positive 
... you are now negative. You analyze 
the resistances to the success of any 
thing you plan. 

There are possibly dozens of sales 
resistances (the factors which stand 
between buyer and seller) in your 
own sales picture. It is almost certain 
that all of them can be traced by using 
the following outline based on the 
classifications outlined in the formula 
for fact analysis. 

Check each of these classifications 
and the resistances which are a de 
terrent to sales in various businesses. 
Find out what they are in your busi 


ness and you will then know how to 
batter them down with the right me- 
diums, messages and changes in basic 
policies. 


1. RESISTANCES IN THE COM- 
PANY: 


(some of the things vou might un 
cover) 

Executives not fully sold on market 
eting plan. 

Salesmen not well selected, trained 
supervised. 

Not enough salesmen to cover mar 
ket. 

Insufficient finances; too small sales 
and advertising appropriation. 

Bad location; not near center of 
market. 

Poor credit handling: poor shipping. 
wrong terms. 

Sales policies out-of-date, or not in 
line with ideal. 

Lack of sound public relations pro 
gram 

Lack of thoughtful employee rela 
tions. 

Fear of conditions; lack of confidence 
and aggressiveness. 


RESISTANCES IN THE PRO. 
DUCT OR SERVICE: 


Priced too high for quick acceptance, 
or comparison with competition. 
Does not fully meet market's de 

mands or desires. 

Requires too much after-service. 

Lacks inherent selling points. 

Ihthcult to sample, or prove super 

Insufficient profit’ margin. 

Difficult or expensive to install, use, 
or explain. 

Interior labeling or packaging. 

Lack of eve appeal; wrong colors: 
poor design; no display value. 

Lack of outstanding mark of unme 
diate consumer recognition. 

Lack of package insert on explan 
ation of uses. 


RESISTANCES IN THE MAR- 
KET (present and potential) 
Buying habits hard to change. 
Unwillingness to believe claims. 

Difficult to induce action (inertia). 
Confusion competitive claims 

Insufficient information on which to 
base decision 

Lack of 
(talure to maintain) 

Geographical and seasonal influences 


records and mailing list 


Prejudices 
Unwillingness or inability to pay 


after purchase. 


RESISTANCES IN METHOD 
OF DISTRIBUTING AND 
SELLING: 


Wrong, or too difficult channels of 
distribution. 

Insufficient outlets 

Lack of profit appeal to distributors 
and dealers through wrong price 
structure 

d. Insufficient jobber and dealer coop 

eration (all phases). 

Careless selection, tramuing, supervi 
sion of jobbers, dealers, clerks 
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Asa Cheffetz captures the beauty of the Vermont countryside 


in this wood engraving called **Down Montgomery Way.” 


Halfrnoon Velluw 


A soft vellum finish and a satin-smooth texture . . . a clear blue-white 
and six pastel shades of color . . . Halfmoon Vellum adds a priceless 


touch of quality to your fine printing . . . and at moderate cost. 


Meharol (Paper (Mills 
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We are specialists 
in finding suitable 


lists for large mailers. 


We are specialists 


in finding suitable 


ASSOCIATES 


Charter 
Member 
National 
Council of 
Mailing list 
Brokers 


419 Fourth Avenue | 
» New York 16, New York 


Lack of consumer demand or a 
ceptance 

Wrong terms, discounts, remuncration 
to salesmen 

Marketing program covering too 
much or too little territory 

Delays improper 


warchousing: slow service 


RESISTANCES IN THE SALES 
MESSAGE: 


No dominating ideas or major theme 


shipping taults 


Too many scattered appeals instead 
of concentrating on major selling 


Wrong 


appeal 


selection of important copy 

Bad propertiomng of  imtormative, 
persuasive and reminder message 

Lack of proof to gain buyer's accep 
tance of statements (factual evi 
dence, testimonials, results or record 
of  pertormance) 

Wrong, or ne action requested of 
prospect 

Wrong, of insufhcient 
incite desired action 
Message not sufhciently 
wed to parts of market 

Messages lacking appropriate present 
ation and make-up 

Lack of forceful persuasion to bring 
product and prospect together 
Messages 
not of same level as minds of pros 


sumulus to 


mwndividual 


incoherent, ambiguous of 


pects to be reached 


RESISTANCES IN THE MEDIA: 


Wrong vehicles selected tor carrying 
message directly and economically, 
to Prospects 

Bad proportioning of effort through 
media selected 

Effort too scattered: not sufficient! 
concentrated 

Insuthcrent number of unpacts to 
overcome resistances 
mt per mpact ti great for too 
lithe) for result expectancy 

Improper timing as to seasons, events 
tume between messages 

Improper sequence of messages 
Direct 
too remote 


results from media selected 
The notations under each of the 
six classes of resistances are simply 
to guide your thinking. In your own 
business you may be able to dig up 
further points of attack. By asking ques 
organization, negative 
questions, and cataloging them +++ you 
will tinally 
problem; the basic 
overcome, 


tions m your 


come up with the basic 
obstacles to be 


From that point... you are really 
it a position to decide on showman 
ship. What type of showmanship will 
overcome the obstacles? It’s very dif 
fieult (tor the purpose of this study) 
to be specific because everybody and 
his brother have different problems. 
The solution for one won't work for 
another. (In some cases... company 
policies may have to be changed). 

Suppose the tact and _ resistances 
analyses reveal that the resistances are 
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simply in number five... the sales 
message. We might as well stick to the 
example in Section One... the me 
diocre letters from trade magazine 
publishers selling space. The man 
agement is okay. So is the product. 
But its story isn't being told right. 
Then the solution is simple. Just a 
problem of redesigning the stationery, 
dressing up the approach to hard 
boiled account executives and advertis 
ing managers. Developing a_ better, 
more exciting package. Maybe it can 
be done with the showmanship of 
simplicity. Perhaps it needs more dy 
namic treatment with richness or nov 
elty effects possible with realism for 
mats. 

One publisher, in an ultraconser 
vative field, made a big hit with agen 
cies and advertisers alike with a series 
of humorous mailing cards designed 
by Peter Arno. 

Take another angle. Suppose you 
find in analyzing resistances that your 
product isn’t understood, or that po 
tential purchasers don't understand 
that your company is a leader in manu 
facturing the product. That shows 
you need better definitions, better in 
formative literature. You may have 
to employ every realism 
(cut outs, animated copy) to over 
come the obstacles. 


device of 


Suppose you are raising money for 
a charity. Your analysis indicates that 
irresponsible “competition” has de 
creased public acceptance of all or 
ganizations in your field... or that 
the public is apathetic toward statis 
tics and dry and factual recitations 
ot the work you are doing. The an 
swer to that problem may be to 
change to purely emotional appeal... 
emotional types of showmanship cou 
pled with simplicity (because you 
should not be open to an accusation 
of spending money recklessly for pro 
motion ). 

That's the type of thinking which 
developes after you have: 1) a fact 
analysis, and 2) an analysis of resist 
ances. In some cases the solution is 
simple. In others, tremendously com 
plicated. 

Now ... let’s take another step for 
ward in this thinking process. I'm 
taking it for granted that those read 
ing this study on showmanship know 
how to write copy, or know how to 
hire people who can write good copy. 
Showmanship, in the final analysis, 
tends to emphasize format and de 
sign. 

So we are getting closer to design 
...the package wrapped around your 
copy...the trame tor your picture. 
Think of it that way. 

Not all planners can be designers 
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or artists. In fact, very few. Planning 
and copywriting take one type of per 
sonality; designing, a different type. 
But the planner must appreciate de 
sign; know instinctively how to select 
the right talent for each specific job. 

There are very few good books on 
the subject for the layman... but you 
might add this one to your library: 
“Layout of Advertising and Printing” 
by Charles J. Felten. (Published by 
the author, 250 W. 57 St.. New York 
19, N.Y. $5.06) It should help you 
to appreciate the part good design 
can play in the success of your direct 
mail. 

The idea or theme is the heart of 
advertising art. The advertising piece 
without a vital basic idea is like a 
ship without power. Advertising jus 
tihes itself only when, and if, it moves 
people to buy, to serve, to think, to 
remember, to join, to physical or 
mental action. Copyw riters and artists 
are often at a loss for the most mov 
ing theme to use in selling a product 
or a service, Inspirations, at times, 
appear and whisper “answers” in the 
ear of the ad man. But these wel 
come littl tairies cannot always be 
depended upon. The tellow who waits 
on inspiration in business, or in art, 
invites disaster. 

It is not necessary to wait on in 
spiration. A simple plan of analysis 
applied to most design problems pro 
duces a myriad of themes. It is only 
necessary to consider betore acting. 
Many artists and copywriters begin 
“wrist action” the moment a problem 
is placed betore them. Many believe 
the greater the number of sheets of 
paper covered, the greater the pro 
gress toward a solution. 

You already have your: 1) fact 
analysis, and 2) analysis of resistances. 
Simplity the problem by concentrat 
ing for a time on only two things: 


1. Product or service 


2. Consumer or buyer. 


Focus on number one first. Exam 
ination of the product or service 
from ail angles will eventually deter 
mine certain requirements for copy. 
a) Its length; b) its type or style; and 
c) ws arrangement, 

Putting number two, the consumer 
or buyer, under your mental micro 
scope will tinally determine for you 
and your artist detinite requirements 
in art or design. a) format; b) typo 
graphy; c) kind of illustrations; and 
d) papers, colors, ink. 

By juggling numbers one and two 
around... the product and the con 
sumer, the consumer and the product 
...youll finally arrive (it you are 
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MODERN BUSINESS REQUIRES 


Two Letterheads... or more 


In the competition for business and prestige, the company 
letterhead can play an important part, when management recognizes its 
various objectives. Certain of its elements—illustrations, slogans, guar- 
antee symbols, ete.—would be out of place on the president's letter, but 
they step up the results from sales letters. Engineering, accounting and 
service departments find different items effective on separate letter- 
heads; impossible to include on a general letterhead. 

Let the Neenah portfolio, The Psychology of 
Business Impression, show you the many ways in 
which letterheads can express business character. 
Included are 24 specimen letterhead treat- 
ments with type and production specifications. 
The coupon below, attached to your own letter- 
head, will bring you a free copy. Just sign 
and mail. 


COURTESY COUPON — 


The Psychology of Business Impres- 
sion, with letterheads on Neenah 
Bond Papers (rag-content 25% to 
100% new cotton fibers). 


~~] Neenah Pattern Kit, a guide to the 
four grades of Neenah Ledger, 
with punching, perforating, and 
ruling guides, for use in designing 


special forms. 


SIGNATURE RI 


NEENAH PAPER COMPANY 


Neenah, Wisconsin 
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With a checking chart similar to this one, you can figure in ad- 
vance the kind of showmanship you will need. You'll find the 
Itimate results i d when you assemble your facts in advance. 


impr 


Raw materials? 


How obtained? 


How processed? 


How used? 


Who uses? 


Why used? 


Picturesque facts? 


Other facts? 


lucky) with one dominating theme. 
‘The theme that will make the most 
consumers want your product. That 
theme, in relation to copy, art and 
budget, will in most cases make clear 
what type of showmanship is needed 
to wrap your story up in a package 
or packages which will make the 
desired impact. 

May sound corny and complicat 
ed... but it’s being done that way 
every day by the fellows who really 
know how to handle direct mail. 

Incidentally, the budget mentioned 
above may be easier to sell to man 
agement if you have the thinking 
done before you ask for the budget. 
State problem. Show the answer. 
Then... “it can be done for only 
this much.” 

Here's another method of working 
or pre-figuring on the kind of show 
manship you need... the kind of 
formats and art required. This can 
be done by the planner before cal 
ling in an artist. Should be done 
before. It's a simple system recom 
mended by William Longyear of 
Pratt Institute. 

You have already made your fact 
analysis and analyzed resistances. You’ 
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ve put your product and the con- 
sumer under the mental microscope. 

You have decided what the prob- 
lem really is. You have one or more 
tentative themes. How can you boil 
this information down so that it will 
be understandable to the artist? So 
that he can begin to give you ideas? 
Make up a typewritten form similar 
to the exhibit on this page. 

Under “the problem” write exactly 
what you want to do. What the indi- 
vidual piec@ or an entire campaign 
is supposed to accomplish. Whatever 
it is. The first four questions relate to 
the product (or service, perhaps) be- 
fore point of sale. The succeeding 
questions relate to point of sale or 
thereafter. 

A good encyclopedia will give nu 
merous answers to many of these 
questions as they relate to most pro- 
ducts. Fact analysis, investigation, 
questionnaires and common sense will 
give answers to the lower questions 
which relate to the destiny of the 
product. 

If you add additional questions, 
these additional questions should be 
no less simple or less basic. The dan 
ger always is in hurdling the obvious 


the involved. 
and answers 


to land prematurely in 
Make your questions 
simple. 

Under each question should be list- 
ed a number of answers. Underscore 
with a red pencil those answers which, 
in your judgment have the greatest 
selling appeal to the customer. You 
will be amazed at the wealth of de- 
sign themes this simple process pro- 
duces. You will be in the position 
of little Johnny, nickel in hand be- 
fore the candy counter. Which to 
choose ? 

The most vital idea must be se- 
lected. The aspects of your product 
or service which have the most hu- 
man interest; the aspect which lends 
itelf best to expression in art must 
be selected. 

This simple system is too obvious 
to call for more elaborate explanation. 
It applies to most things to be sold. 
By “things” I mean the intangible 
as well as the tangible. The important 
point is to analyze the subject be- 
fore acting to create the design. 

Then you must decide how much 
you have to spend. Whether a_four- 
color job on deluxe paper is to be 
used, or whether strict economy is 
necessary. What is best for the 
purpose? To whom are you selling, 
or appealing? What is the best de 
sign for that class? 

Will you use elegant script, or will 
you present your story in practical 
Gothic? How will you arrange your 
type? Will you use wood cuts, strip 
cartoons, photographs or art illustra- 
tions? How about the paper? The 
kind of paper, color, quality? What 
colors of ink will be used? How 
many? What kind? 

Decide on some of these questions 
before you select or call in an artist. 
But decide on all of the questions 
and their answers with your artist. 
When you have your facts assembled 
ahead of time... it is casier to work 
with artists. Results will be much 
better. 


At this point you are ready to make 
the big decisions. You will be get- 
ting down to the brass tacks of show- 
manship. Your analysis should have 
proved beyond all shadow of doubt 
what type of showmanship you need. 
Simplicity? Richness? Humor? Emo- 
tions? Realism? Continuity? 

Okay, what kind of humor? How 
much richness? What emotions are to 
be played upon? 

Those are the $64 questions which 
we'll try to answer in the next sec- 
tion. 
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Before we get into an analysis of 
the six different types of showman- 
ship... one important point should 
be cleared up. 

This study cannot include anything 
like a complete discussion of art. But 
before you tackle showmanship you 
must realize that there are different 
kinds of artists, just as there are dif- 
ferent kinds of copywriters. One ar- 
tist may be a genius at spectacular 
stuff, but may be a complete flop 
with the humorous touch. 

I have seen tons of direct mail in 
my time. Some of the worst mistakes 
are made by professionals... by top- 
rank advertising agencies. And here’s 
the reason: Too often top designers 
and artists inject into direct mail the 
same techniques used in space adver- 
tising, billboards, car cards, or win- 
dow displays. Too often the glamor- 
ous (and cluttered) design overshad- 
ows the copy. It’s design first... then 
copy. Direct mail is different, except 
in rare cases. Copy, or idea, should 
be first...then design. Direct mail 
needs a more personal touch. 

So your big job... once you think 
you have solved the right way to an- 
swer your problem... is to find the 
technician who can supply exactly 
what you need. 

Most people in business do not 
know how to work with artists... so 


I'm including here some good ad- 
vice given by William Longyear ot 
Pratt Institute. 


1. Decide first what kind of art work is 
most appropriate (simple, rich, humorous, 
emotional, realistic, etc.). Do you need lay- 
outs, decorations, symbols, cartoons, photo- 
graphs, lettering or figure drawing? 

2. Select an artist whose abilities are best 
suited to your needs. Few artists do several 
kinds of art work well. For instance, a good 
figure illustrator is seldom a good letterer. 

3. Call on recognized agencies who have 
artists at their disposal or who are qualified 
to recommend the right person. The Artists 
Guild of New York is a typical cooperative 
service. Chicago has a group of top-flight 
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PUTTING THE SPOTLIGHT ON 
THE SIX MAJOR TYPES 
OF SHOWMANSHIP 


artists banded together. There are numerous 
artist's services and artist's representatives in 
most large cities. These organizations have 
a “string of ponies” who can horde a cross 
section of commercial design. Examine the 
folios of individual artists who may call 
at your office; keep a file of their reproduc- 
tons. 

4. Treat all artists in a bu inesslike way, 
the same as you would other individuals 
in business. Explain your needs clearly, both 
verbally and in writing. Agree on a price 
before the job is started; this, to preclude 
misunderstanding. Don't beat the artist down 
from a fair price, and don't ask him to 
work on speculation. At least pay for time 
consumed ins preparing sketches, deliveries, 
etc. Frequently a price can be set for sket- 
ches, and an additional sum set if the work 
is reproduced. In this way both parties are 
sharing the speculation. Verify immediately 
by letter all verbal understandings. This is 
protection for all concerned, and precludes 
later misunderstandings. 


5. Generally, the procedure is as follows: 
Client selects the artist, explains the job, 
asks for one or more sketches to scale, ac 
cepts best sketch, or suggests changes. Re- 
quests finished art work. Makes as few 
changes on finished job as possible. These 
should have been made on the sketch. 

6. Request a bill in writing, and also a 
receipt on payment. Artists, in general, are 
poor bookkeepers. 


7. The matter of price is one which must 
be settled as an individual problem. The 
importance of the job, the importance of 
the artist, how many times reproduced, what 
trafic will bear, are determining factors. 
The question of price should be settled by 
a frank discussion between buyer and _ seller. 
Art work purchased on an hourly basis may 
be expensive, as all artists have different 
tempos. A good job may be executed in 
an hour, while a poor one may take a day. 


8. The best art work is derived from 
an arrangement where buyer and seller have 
mutual respect and understanding for each 
other. 


9. A series of drawings of a similar sub- 
ject should cost less than a single drawing. 
For instance, if one drawing is worth $50, 
ten drawings of the same subject might cost 
$350 to $400. 


10. Well-trained beginners in the field of 
design are available from such schools as 
Pratt Institute in Brooklyn, N.Y. These be- 
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with ONE typing 


Carbo-Snap gummed addressing label 
sheets carbon interleaved, increase typ- 
ing production by 50%! Excellent for 
large and small direct advertisers who 
use the same lists several times. 

With Carbo-Snap, expensive machines, 
equipment, stencils and attachments are 
unnecessary. Requires mo high priced 
operator. Typist simply inserts pre-assem- 
bled set into typewriter without having 
to collate label and carbon sheets. Bottom 
safety margin makes typing on all thirty 
three labels possible. 

Typists like it — it increases their earning 
power. Employers like it — gives them 
more typed labels in a shorter time. 

Try Carbo-Snap on your next mailing: 
Write for FREE sample and prices. 


PENNY LABEL COMPANY 
9 MURRAY STREET 
NEW YORK 7.N.Y 
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ginner-artists are trained by a staff of teach- 


img professionals over a perma of years 


On graduation they are capable of doing 


excellent work im all branches of adverts 


ing design 


11. It the 


type of 


advertiser has a quantity of a 
work to be done over a 


long period of time, it is advisable to place 


an artist on salar It the work ws varied, 


everal men with diversified talents may be 


necded 


12. In 


lems im the 


general, approach your art prob 


same businesslike manner as 


ou would all other aspects of your business 


This is sound advice. Remember 


Next time you receive a box of bond 
envelopes lift the lid and look for 
the GRIP-QUIK insert. You'll find 
it in every box of bond envelopes 
manufactured by United States En- 
velope Company — $4 brands in all! 


What is GRIP-QUIK? 

GRIP-QUIK is a special U.S.E. 
laboratory-developed seal flap gum 
that really seals bond envelopes. 
You don't have to take our word for 


UNITED STATES 


14 Divisions 


it. To it should be added, perhaps, 
that many creative printers maintain 
art departments. If their staff is 
flexible or versatile... you might get 
better results working with printers 
than direct with the artists. But it 
does not always work that way. So 
use your own judgment. 

When you start applying true show- 
manship to your direct mail you'll 
probably get involved in a lot of ar 
Don't let some 
of the publicized tests about the “best 


guments about color. 


colors” fool you. You can have your 


own personal preterences about colors 


it — try it yourself. The insert tells 
you how to prove in one minute 
that there's no sealing problem with 


GRIP-QUIK. 


Just look under the lid. Make the 
test. Then you'll know why GRIP- 
QUIK gummed envelopes are the 
quickest-sealing, surest-sealing 


bend envelopes you can buy. 


ENVELOPE COMPANY 


SPRINGFIELD 2, MASSACHUSETTS 


from Coast 


to Coast 


... but your safest bet it to leave the 
final decisions to the experts... your 
artists and your printer (if they are 
experts). 


The best advice on color also comes 
from Bill Longyear: 


6 Color ts an umportant clement in de 
sign. Its use is encouraged. It costs no 


to use a rich blue of brown than the 


traditional black 


la designing and art, all you have to use is 
the ditterence between black and white. The 

ts nothing blacker than black, and there 1s 
nothing whiter than white. Black in a design 
gives it (When 
I say black, | am thinking in terms of dark 


colors.) White gives luminosit 


punch, power an pattern 
treshness and 
simplicity. Gray gives quality. Gray 
It the 


between 
gentle intluence 
achieve individuality 


color of 


appropriate to the busi 


Sometimes you can 
im letterhead by 
that is 
ness. If vou 


using a paper 
particularly 
individual 


want to be more 


you can print in colored mk « colored 


paper, uf the combination selected 
business. There are no per 


stock color 


People are 


priate to your 


fect oF chemes tor anything 


affected by colors different 


ways. Color tor mourning or sacdne in 


this country is black. In China is white 


In this country, if vou want to appear vol 


you wear cool colors. In Spain and Italy 


the ll dress in hot color im! surroun 
themselves hot-looking 


with furmiture. It os 


} 


just the way people feel about ut 


An  mteresting who is 


one 


It ow the same way 99 


Not te obvious 


about colors 


There are a few basic facts about 
colors worth remembering: 
Blue is symbolic with achieve 
ment (blue 
Purple, traditionally, is asso 
ciated with royalty (richness). 
Red with danger. 
Orange with high visibility 
Green with safety. 


ribbons). 


Kurt Vahle of Cupples-Hesse Cor 
poration, St. had 
about stimulative and sedative colors: 

The stumulating colors 
Resa and red. The ure 


warm 


Louis, this to say 


ally 
classihed as the 


The sedative colors blue, green and 


let. The we « 1 as the cold 


four psychological primaries are red, 


ellow and 


direct complementaries are red and 


green, vellow and blue, orange and violet 


Direct complementary colors offer striking 


ratterns, or each color supple 


To 


harmon 
ments the other where red 
und green are used, the red intensifies the 
the red 


green the intensifies 


Both colors 


green 
seem More pronounces 


The stimulating colors 


pours ure the 


Those are may find 
helptul in your work. At least they 
may help you to talk more intelligent 


action colors The wet 
quickly 


theories you 
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ly with your artist (or artists) when 
you are battling for the right kind ef 
showmanship. 


The next step in this study is to 
make a more thorough analysis of the 
six major divisions of showmanship 
applied to direct mail. Your fact ana 
lysis of resistances has shown you 
(or should have you) what 
type or types you need. Here are some 
each clas 


shown 
things to consider under 
sification: 


SIMPLICITY. Your product or serv 
ice might best be presented by the 
most elementary type of showmanship 

simplicity. In some cases, any 
other type of showmanship might ap 
pear extreme. You can differ from the 
crowd by the simplicity of your ap 
peal, 


Simplicity in the design of the 
printed piece may be expressed in the 
obvious as shown by the square, circle 
and triangle shapes devoid of subtle 
ty. These simple shapes may be ap 
plied to layout and other 
advertising design. They find their 
expression in type and lettering, the 
most 


forms ol 


important elements in creating 

simplicity. ‘ 

lines in 
non-in 


Simple 
borders are appropriate in a 
volved layout. Many products call for 
this important element of simplicity 

a quality sometimes difficult to 
maintain, 


arrangement ot 


If in a layout you include 
much copy or numerous photographs, 
simplity by gathering these into a 
group. Ten photographs make one 
group. One thousand words make one 
block of copy. Simplicity may be ex 
pressed by 
colors to a minimum, and these of 
rather usual hues. 


must 


keeping the number of 


There can be no fixed standard 
rules on how to achieve simplicity. 
kach case is different. You must know 


or feel it. There are many devices. 


For instance, you may be mimic king 
competitors by getting out long, in 
volved letters or circulars. A 
study of the problem may reveal that 
you and your competitors are being 
too complicated. The stuff is confus 
ing and boring to the recipient. 


form 


You make switch to simple, 
friendly, automatically typewritten let 
ters to selected prospects. You elimin 
ate contusion by being simple. That's 
the showmanship of simplicity. 


Another “for instance”: Most char 
ity appeals are long and involved .. . 
explaining all the ramifications of the 
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activity. One of the most effective let 
ters in the field was mailed by The 
Children’s Aid Society. 

I've been interested in the work of 
the National Tuberculosis & Health 
Association. Every year they mail mil- 
lions of letters, with the customary 
seals, to previous donors and new 
names. Usually the letters are long. 
At a conterence with executives I rec 
ommended that they try simplicity. 
Send letters as usual to new names 

. but eliminate letters to former, 
regular donors. Substitute a simple 
memo of “Thanks for all your past 


I am really not a bit fussy. 


and continuing help.” Nothing more 
except the return envelope. It’s being 
tried. | hope it works. It should. It is 
simple. 

There is nothing complicated about 
the study of the showmanship of sim 
plicity. It’s really a must for all direct 
mail people. Study it and apply 
it to your business whenever possible. 


RICHNESS = Richness is obviously the 
reverse of simplicity. This is the type 
of showmanship which must make an 


impression. The elaborate. 
So far as art is concerned, shapes 


MAY I BE YOUR GUEST AT 


LUNCHEON, MR. STEINER? 


Just a 


warm, nourishing lunch that will make up 
for some of the things Mommy can't afford 


to buy now, 


Your gift of $2.00 to The Children's 
Aid Society will make me your guest at lunch 
every day for two weeks. 


Pebruary 19, 1952 


P.Ss. 


RSVP 


Thank you! 


If you can spare more, my friend could 


be your guest, too. 


SIMPLICITY . . . may be the answer to your problem. The Children’s Aid Society tried 


it. . . tried this letter to previous donors. Unusual results. 
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2. As her foot 
releases pedal... 


1. She quickly 
loads the Thomas. 


5. She depresses 
the pedal... 


4. always under 
her inspection! 


*Elapsed collating time . . . 5 seconds per set! 


FIGURE IT OUT! 


She does the work of five girls—faster, more accurately, and 
without confusion—as she gathers 2 to 16 sheets into sets in one 
quick operation. She saves you from the chore of chasing around 
from department to department, to scare up more help. And she 
beats those last-minute deadlines with time to spare! What's 
more, with the adjustable trays, she can handle almost any job 
from 3” x 8” to 19” x 24”—whether it be price list, sales bulletin. 
house organ, directive, or any one of 101 different jobs. 


If you're interested in more info on how to save time, build up 
efficiency by as much as 500°7, and get out rush jobs without 
rushing, write us for free fact-filled illustrated folder and 
collating analysis sheet. 


~ 


Thomas Collators, Inc., Dept. F cod 
30 Church St., New York 7, N. Y. 4 


Please send me folder 106 and 


ol la tors 


135 Sales and Service Offices 
from Coast to Coast 


3. out come the 
collated pages . . . 


6. and releases 
it as she stacks* 


and lines are subtle and involved. Here 
again lettering is an important asset. 
Heraldic forms, rich color and tonal 
arrangements are useful. There are de- 
vices which history has given us as 
allied to richness. The very quality of 
a few lines may express the regal, the 
royal. Richness is a valuable clement 
in advertising where background and 
costliness are desired. It applies espe- 
cially to luxuries. 

It you were to ask me where to 
obtain one of the finest courses in 
modern and “rich” advertising de- 
sign, | would refer you to the West 
Virginia Pulp and Paper Company's 
monthly booklet. The trouble with 
most books on advertising design is 
that befcere the author gets the book 
published it is old-fashioned. Adver 
tising of today is not the advertising 
of tomorrow. (Cow, is not cow, , if 
you remember the sound theories of 
Hayakawa’s “Language in Action.”*) 
But the Westvaco publication gives 
you a cross section of the best con 
temporary “this month's” rich adver- 
tising, copy and art. 

Write to C. P. Elston, advertising 
manager of the West Virginia Pulp 
and Paper Company, 230 Park Ave., 
New York 17, N.Y. and ask to be 
placed on the list to receive “West 
Virginia Inspirations for Printers.” 

If you want to develop an idea file, 
go to sources of this kind: 

To get the element of richness into 
your direct mail design . . . study 
current outstanding work, such as 
“The Phoenix Flame” (edited by H. 
J. Higdon, Phoenix Metal Cap Com- 
pany, Inc., 2444 W. Sixteenth St., Chi 
cago 8, Ill.). Or some of the elaborate 
campaigns which have won places in 
the Direct Mail Leaders contest of the 
Direct Mail Advertising Association. 

Also, I suggest you write to Hubert 
Foster of the Mead Corporation, 816 
Public Ledger Bldg., Philadelphia 6, 
Pa. Ask to be placed on the mailing 
list to receive his most elaborate house 
magazine, “Better Impressions.” It is 
filled with richness and good mater- 
ial on design. 

Another source: “Direct Advertis- 
ing,” published quarterly by the Pa- 
per Makers Advertising Association, 
581 Boylston St., Boston, Mass. 

If your product or service calls for 
richness in showmanship . study 
the richness technique of others. Em 
ploy the craftsmen who can give you 
the best in that technique. But re- 
member that richness is usually expen- 
sive. However, there are many ways 
to give an impression of richness 
without going overboard on cost. 


* Published by Harcourt, Brace and Com- 
pany. Price $2.50. 
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Are your letterheads rich? Right at 
this point we ought to inject one of 
the worst trouble spots in direct mail: 
The letterhead (and, of course, the 
accompanying envelope). It’s an ap- 
propriate subject in discussing richness. 

For all letterheads, with few excep- 
tions, should have an aura of richness 

even though simple. The letter- 
heads should imply, or give the feel- 
ing ot, adequacy, stability, soundness, 
dependability, strength. Many defini- 
tions possible. 

But the majority of letterheads are 
inadequate. They are run-down at the 
heels. (Remember examples quoted in 
Section One? ) 

Here are a few suggestions 

Remember that it costs just as 
much to print a poor design as a 
good one. 

That is true. The good design may 
cost you plenty ... but the actual 
printing cost is the same (unless you 
go trom simple letterpress or offset to 
engraving or photogravure). 

The letterhead should reflect the 
character of the company and/or the 
product. This may be achieved through 
an intelligent use of five elements .. . 
design, copy, type, paper and color. 
The letterhead should be a setting for 
the typed message. Therefore, the ele- 
ments listed above should comple- 
ment, not eclipse, the letter. Good let- 
terhead design should be like good 
stage design .. . a background for 
the actor. The message is the actor. 
More important than the setting. 

Carefully combined, the five ele- 
ments listed above will give any de- 
sired impression. The feeling of 
strength or power may be achieved by 
using a rugged paper in a practical 
color on which will be printed a solid, 
strong type. By a similar process, beau 
ty, refinement or dependability may 
be suggested. 

A good letterhead should have a 
focal point in the form of a trade 
mark design or other device. An in 
itial letter sometimes serves this pur- 
pose. 

Illustration and copy should be at 
a minimum. The designer should al- 
ways remember that the letter on the 
letterhead completes the effect. A let- 
terhead design should be selected only 
after a letter has been typed on the 
sketch. (How many letterhead buyers 
do that?) That is how the customer 
will receive it. He is the one to be 
considered. 

A letterhead should be just as per- 
sonal as the product. It is the calling 
card of the product, and it either says 
your product is punk, stale, insignifi- 
cant, or . .. it is important, it is new, 
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Worth 


How much would it be worth to you to make that sort of im- 
pression, get that sort of reaction, with your new catalogue or 


other piece of sales literature? 


A great deal, of course. Yet the cost of such waste-basket in- 
surance is insignificant. It's the cost of an attractive cover. 


Your advertising agency or printer can tell you, in dollars 
and cents, how little the cost will be. Only three items enter into 
it: (1) an attention-getting title; (2) an attractive design; (3) 
good printing on Buckeye Cover—the famous cover stock whose 
texture and color and fee/ combine to give an instant impression 
of fine quality. 


THE BECKETT 
PAPER COMPANY 


MAKERS OF GOOD PAPER 
IN HAMILTON, OHIO, SINCE 1848 
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Ask your 
Fox River merchant 
to see this fine 
lightweight bond. 
4 FINISHES 
7 coLoRs 
4 GRADES 
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MAILING 
Lists 


INDUSTRIAL LIST BUREAU 


45 Astor 


Place, New York 3, N. Y. 


PONTON'S & 


CONSUMER LISTS 
FOR 


BEST RESULTS 


@ 1,725,000 PROFESSIONAL PEOPLE 


@ 4,000, 


000 BUSINESS EXECUTIVES 


@ 15,000,000 HOME OWNERS 
@ 26,000,000 HOME MAKERS 


Ww. 


50 East 42 St 


@ 10,000,000 CAREER WOMEN 


S. PONTON, Inc. 


New York 17,N_Y mu 7-531 


KNOW HOW? 


2) 


255 Mill Street 


See Poge 38 


Mew ix TRAVELING RACK 


Ten Hook-On Trays speed up print 
ng, mimeographing, sorting, in 
serting keep things moving 
in the mai Write for folder 
All-Purpose Metal EquipmentgCorp. 

Rochester 14, New York 


room 


it is up-to-date, it is good. Your -let 
terhead will say that in no uncertain 
terms. If you receive in the mail a 
sloppy, cheap, indifferent letterhead, 
you think immediately in that 
towards the product. 

You can be overdignified. You do 
not want to look like a 
tront or uninteresting. You can 
have dignity with snap and smartness 
and up-todateness without letting 
down your hair. 

Your letterhead and your package, 
and your advertising in general, should 
represent the character of your busi 
ness just as clothes represent trequent 
ly the taste and the personality of the 
wearer. 

Let your letterhead tell: 1) who you 
are: 2) where you are: and 3) what 
you are. This is not a matter of aes 
thetic genius. It ts just common sense 
and good taste. It is the primary rule 
for a good letterhead. Where you are 
should include your telephone num 
. making it easy tor people to 


vein 


brownstone 


ber 
reach you. 

The first 
head is to get 


purpose of your letter 


over your message to 
your The next 
create good will with color and design 
just as readily as your intangible quali 
ties make friends or lose them for you. 
A letterhead should be personal and 
individual. It should have strong re 
membrance value. 


contact. purpose is to 


To obtain continuity value in your 
stationery, design your envelope as 
caretully as letterhead. The en 
velope makes the first impression. 
You can get plenty of letterhead 
ideas by writing to some of the manu 
facturers of writing papers. Many of 
porttolios of fine letier 
of these examples may 


your 


them 
heads. 


issue 
Some 
and /or 
into 


artist 
richness 


help you to 
printer to bring 
your letterhead. 

And remember, too, that a rich or 
adequate letterhead is not the end re 
sult. Many good letterheads are ruined 
by atrocious typing. The letterhead is 
only the picture frame for your mess 
age. For some reason the schools (most 
of them) have failed to teach typists, 
stenographers and secretaries how to 
compose a letter so that it looks rich 
or adequate from a typographical 
standpoint. It's a long story. It you 
want further help on subject 
reter to advice and specimens in Re 
porter booklet, “How to Think About 
Direct Mail Advertising.” 

The whole subject of richness is 
filled with pitfalls, headaches and 
sometimes back-breaking expense. But 
if you are a good showman, if you 
really need richness, and if you have 


get your 
more 


competent art and printing assistance 
you'll make out all right. 


HUMOR. Humor is a valuable ele 
ment in advertising the “unnecessary,” 
the intangible, or the gadgety product. 

The lite are 
tunny, although we have cases on rec 
ord where humor has been effective 
In promoting a Store or 


necessities of seldom 


delicatessen 
other services offering necessities. Some 
people will advise you not to use hu 
mor. But this isn’t necessarily so. 

Humor may be cheap and act as a 
So this 
element must be handled cautiously. 
It has great value and appeal when 
cleverly used. 

The field of humorous illustration 
is tar too broad to more than suggest 
possible motifs. It ranges from the so 
called comics to the sophisticated, as 


boomerang to an advertiser. 


represented in the pages of Esquire. 

Color, technique and_ lettering all 
go to express humor. They should be 
gay and rollicking. Select your artist 
caretully when you need humor 
in your approach. 


@ Frederick E. Gymer of Cleveland 
(2123 FE. Ninth St.. Cleveland 15, 
Ohio) has built up quite a 
selling his “Better Mottoes Associa 
tion” businesses around the 
country. a crazy monthly 
letter about a fictional parade horse, 
Joe, and motto cards which are any 
thing but have found 
them excellent for maintaining cordial 
contacts with customers who are only 
human and get tired of 
things. 


business 


idea to 
Consists of 


serious. Users 


too-serious 


@ Jules Paglin of New Orleans (Sam 
Bonart, Inc.) has humor for 
years in reviving inactive accounts for 
the store. Cartoons on blank 
(where no balance due). Humorous 
copy. 


used 


invoices 


@ Dreyfus & Company, security brok 
New York, broke with tradi 
tion and gave up so-called “tombstone” 
advertising. Adopted cartoon-style ads 
in newspaper advertisements and later 
reproduced in direct mail booklet 
form. Won national recognition for 
their “uniqueness.” 


ers ot 


@ Humor has been a_ predominating 
feature of many house magazines. A 
cartoon spread in every issue of Stan- 
dard Time, h.m. of Standard Enve 
lope Co., 1600 E. 30 St. Cleveland, 
Ohio steals the show. Each concen 
trates on the foibles or frustrations of 
businessmen. 


@ Lee Klemmer, vice-president of the 
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dignified Modern Medicine (journal of 
diagnosis and treatment), 50 E. 42nd 
St. New York 17, N. Y. employed 
Peter Arno to design six humorous 
cartoon, oversized cards to solicit space 
in the magazine. One side, devoted 
entirely to cartoon of a dumb wit try 
ing to interest doctor in a new medi 
cine while he (the doc) was looking 
at a chorus line, etc. Left portion of 


address side emphasized how much 
better to talk business to doctors while 
reading about’ medicine. Good show 
manship. 


@ Even banks have used humor. The 
Old Colony Cooperative Bank of Pro 
vidence, Rhode Island, solved a deli 
cate problem of public relations by 
employing humor and colorful verse 
in a series of four-page card folders to 
collect delinquent mortgage accounts. 
(Reporter of February 1952 told the 
story.) 


@ The Sherwin Williams Co., P. O. 
Box 389, Montreal, Canada has used 
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IF YOU CAN'T CONVINCE 'EM— 


HOW COME — ONLY 31? 


Advertising and sales promotion executives who see the 
value of the unusual “Let's Have Better Mottoes” month- 
ly mailings say “This is a spectacular idea — but why are 
there only thirty-one users?” Here’s the story: 


Literally hundreds of organizations ask how these out-of- 
the-ordinary copyrighted mailings may be used to create 
good will, get on friendlier terms with prospects, add 
new prospects, conserve sales call time, produce inquiries 
and orders — but | make a deliberate attempt to discour- 
age most prospects for the service. For instance: 


It won't fit the stuffed shirt who runs a “dignified” busi- 
ness, nor is this sales promotion of interest to the com- 
pany not sold on month in-month out direct mail. These 
motto mailings are not for those who believe the best 
kind of advertising is a dull recital of “We give good 
service, price and quality,” nor for the company unwill- 
ing or unable to spend $100 (more or less) monthly for 
advertising. Sometimes the nature of the business or 
mailing list prompts me to say “Forget it — save your 
time and mine”. 


Sure — all this is negative selling to you — and planned 
that way. If you haven't dropped by the wayside by now, 
ask for more details and samples, on your business letter- 
head. Once | know something about you and your sales 
promotion-direct mail problem | may say “No” or “Let's 
get going and knock your competitors for a loop.” 


FREDERICK E. GYMER, 2125 E. 9th St., Cleveland 15, O. 


& 


Git, 
e e 
e 
e 
: 
bd 
4 
e 
e 
e 
e 
e 
von interest yom in our sedative? 
e 
e 
° 
e 
e 
e bd 
e 4 4 
e 
e } 
e 
4 
e 4 
e 
e 
e 
e 
e ; 
one 
ice 


SHOWMANSHIP 
LETTERHEADS 


WOODBURY 


That's what we produce . . . letterheads unequaled 
for their showmanship qualities. A Woodbury 
letterhead is designed to be completely appropriate, 
tactful, and in good taste. Take the ones repro- 
duced above. They're all of these things PLUS 
being prize winners. One is a winner of the Cro- 
nite Cup awarded for the most excellent engraved 
letterhead of the year at the Engraved Stationery 
Manufacturers Association annual convention. The 
two others won first and second prize in the letter- 
head contest conducted separately by the Engraved 
Mationery Manufacturers Association. Write on 
your company letterhead for a free sample kit 
of showmanship letterheads to Woodbury and 
Company, Incorporated, Chadwick Square, Wor- 
cester 5, Massachusetts, 


humor successfully. A series of ten, 
four-page folders to painters and paint- 
ing contractors with clever cartoons 
and light, breezy copy paid off hand 
somely. Go through back issues of 
The Reporter or watch current issues 
. .. and you'll find plenty of items 
mentioning the successful application 
of humorous showmanship. 


EMOTIONS. The emotional appeal is 
often necessary to stir people to action 
to join; to do; to give. Remember the 
old rule: Most people buy because of 
what they feel, not because of what 
they think. They may think they think 
. . . but are probably reacting to 
emotions. 

So far as art is concerned, action 
may be suggested by a few obiique 
lines, as action has no horizontal or 
vertical qualities. An emotional lay 
out or illustration should be composed 
on diagonals; on lines of explosion 
and expansion. An emotional layout 
may put across its message without 
art work if it follows the suggestions 
above. 

The versatility of the forms and 
uses of direct mail makes it an ideal 
medium for dramatizing serious emo 
tions, or such elements of showman 
ship as conflict, mystery, sex, fear, 
curiosity, vanity, love, beauty, magic, 
etc. 

When you have decided on the 
emotions you want to arouse, then 
work with your artist to select the 
types of design; the styles of form, 
which will dramatize that emotional 
appeal. And, of course, you should 
realize that this element ties in with 
the other five. Your emotional appeal 
design might require simplicity, rich- 
ness, realism, humor or continuity. 

Nearly all selling literature appeals 
to some emotional urges .. . but for 
the world’s best examples of emotional 
appeals played to a fare-thee-well, we'll 
have to refer you to Leon Bamberger, 
the master direct mail showman of 
RKO Radio Pictures. (1270 Avenue 
of the Americas, New York 20, N.Y.) 
His mailings promoting pictures to 
the exhibitors and to centers of public 
influence are out of this world . . . 
as they should be. A complete set of 
Leon’s creations over the years would 
show you practically every graphic 
arts trick in the books. 


CONTIUNITY. The showmanship 
element of continuity is most valuable 
in a continuing advertising campaign 
where a family resemblance is neces- 
sary. Continuity (or repetition of im- 
pact or impression) has long been a 
recognized force in show business. It 
can be applied to direct mail. Conti 
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CONTINUITY WITHOUT MONOTONY is illustrated by these designs created by artist William Metzig for the Pinehurst Corporation, Pinehurst, 


North Carolina. Letterheads, envelopes and menus for each of the hotels have the same theme and feeling . . 


the individual character of the hotel it represents. 


nuity is gained by a repetition of de 
sign devices, of color, of type, of lay 
out, of paper. 

The advertiser who is anxious to 
establish a family resemblance in his 
presentations might begin by design 
ing a trade-mark. This trade-mark 
could be repeated large and small. A 
good trade-mark, or symbolic design, 
may be reduced to the size of a dime 
or enlarged to a twenty four sheet 
poster with equal effectiveness. 

Next, a distinctive type could be 
chosen. This to run through all print 
ed pieces. A standard color scheme 
becomes identified with a product via 
repetition. Altogether, these parts of 
an advertising campaign create a style 
that is highly desirable and of intang 
ible quality. 

A need for the continuity element 
in your direct mail makes it all the 
more important tor you to select your 
artist (or artists) with care and cau 
tion. Get dependable art assistance and 
stick to it. Create an atmosphere tor 
your direct mail which will gather 
accumulative dividends as the contin 
uous impacts arouse increased attention. 

Continuity in design takes careful 


planning. Attention to minute details. 
But it is worthwhile .. . if you want 
to build up a familiar pattern by 
which your customers and _ prospects 
will recognize and remember you. 
Start with your letterhead. Then your 
envelopes and all promotional pieces. 
Even your bank checks. But be care- 
tul you do not create monotony. You 
can change pace and get variety . .. 
even though you maintain a family 
resemblance. 

One of the best recent examples of 
planning for “continuity” takes us 
down to Pinehurst, N. C. .. . the 
famous resort. The Pinehurst Corpor 
ation owns two hotels. In the past 
their stationery and promotional ma 
terial was just so-so... . average. Not 
adequate. 

Nearly two years ago . the offi 
cials of Pinehurst commissioned the 
well-known designer, William Metzig, 
to redesign all the “art” connected 
with the hotel. Mr. Metzig went to 
Pinehurst. Lived there. Got the atmos 
phere. 


This reporter was privileged to see 
the preliminary designs submitted. 


while each in itself reflects 


Numerous possible trade-marks or sym 
bols for each hotel (reflecting its char 
acter). Then a series of lettering fash 
ions. 

Finally, after more than a year of 
analysis the best patterns were 
selected. The final art work started. 
The resulting pieces are things of 
beauty . letterheads, envelopes, in 
voices, menus, table tents, folders, call 
ing cards . . . all distinctive, Lut tied 
together in family resemblance. That's 
applying the showmanship of “con 
tinuity.”” 


So far, we have covered as briefly as 
possible five of the major classifica 
tions of showmanship. The sixth clas- 
sification .. . realism . . . deserves and 
gets a separate section. It is important 
because this division has caused most 
of the confusion about showmanship. 
People think of showmanship as noth- 
ing more than gadgets and _ tricks. 
You should be convinced at this point 
that it is a whole lot more. 

But coming next is an analysis of 
realism devices . . . how to plan them 
and what to avoid. 
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THE SHOWMANSHIP 
OF REALISM 


Realism is simply making things, 
products, services, ideas seem REAL. 
Realism is usually expressed in gen 
eral advertising by photographs. 

Direct mail has one great possibility 
for realism which is lacking in all 
other forms of printed, permanent ad 
vertising. It is possible to achieve real 
ism tor your product or service by the 
form or design of your mailing piece. 
Clever and appropriate die-cuts can 
actually visualize your offer. Unusual 
folds, pop-ups, hidden pockets, slides, 
cellophane sheets, or actual merchan 
dise, miniatures or novelties attached 
to pieces, can dramatize your offer 
realistically if properly designed. 

In this section, | will outline for 
you the methods and practices of cre 
ating and producing direct mail that 
is different from the customary stand 
ard forms. 

In direct mail advertising (see Sec 
tion Three), there are some twenty 
hive recognized tormats (such as let 
ters, folders, booklets, brochures, cata 
logs, blotters, post cards, etc.). Each 
of these formats has many different 
possible (but regular) sizes, shapes 
and appearances. The majority of ad 
vertisers fail to tap the full potentials 
of the medium by limiting their use 
of direct mail to the easiest-to plan 
and-produce forms. 

The first consideration in booklet 
planning, for example, seems to be 
whether the number of pages of a cer 
tain size will cut evenly out of a given 
sheet of paper. That was urgently 
necessary in Wartime with paper 
restrictions. But even unusual forms 
can be created without paper waste. 

Admittedly, there are many direct 
mail operations where standardized 
formats aie advisable even neces 
sary. In some business fields, custom 
has dictated adherence to filing sizes. 
But even in these cases unusualness 
can be achieved through some novel 
departure from normal, within the 
limits of a fixed size. 

This study should not be construed 
as an effort on my part to promote or 
endorse tricky mailing pieces. It is not 


intended to discourage the use of cus 
tomary formats. This section about 
realism simply gives you the available 
information about unusual direct mail. 
And will show by analysis and ex 
ample how to: 1) arrest attention; 2) 
demand reading; 3) get action; and 
4) lend realism by getting away from 
conventional sizes and specifications. 

Here are some of the questions 
which must be answered: 


When should unusual forms be 
used, or when should they not be 
used? 

What are the best methods of mak 
ing direct mail unusual? 

What are some of the well-estab 
lished reasons for the use of unusual 
forms? 

What are the dangers or the ob 
stacles encountered when an adver 
tiser tries to get away from standard 
formats? 

Are unique, clever formats worth 
the extra cost? And what do they cost? 


There are three basic reasons tor 
using unusual mailing pieces: 


1. To achieve a change of pace 
in a long or continuous campaign 
directed toward a more or less sta- 
bilized mailing list. 

2. To demonstrate or visualize 
selling points. Unusual formats can 
be employed to add the “say it 
with flowers” technique to direct 
mail. 

3. To dramatize consumer use 
or benefit in order to overcome: 1) 
human inertia; and 2) competition 
for the prospect's attention and 
patronage. 


A description of the known ways of 
producing the unusual in direct mail 
advertising should be preceded with 
a listing of the objections: 

1. Don’t use any unusual or tricky 
format unless there is a real reason for 
it. Many advertisers are tempted to 
use so called trick mailing pieces simp 


ly because they see something similar 
ly clever used by someone else. 

2. Be sure of your audience. Use 
same good taste and judgment in 
selecting unusual mailing pieces as 
you would use in your copy writing 
to a given audience. 

3. Don’t use unusual or tricky pieces 
on the spur of the moment, just to be 
different. Plan your unusual pieces 
carefully in advance, along with the 
rest of your merchandising campaign. 

4. Be sure the finished job will look 
right when it reaches each recipient. 
Many good ideas go wrong due to 
amateur handling. For example, in 
die-cutting be sure you use the right 
weight of stock. With tip-ons be sure 
they will stay on. In sampling be sure 
they are packaged right, ete. 

5. Realize that only a limited num 
ber of producers are equipped with 
machinery and experience to handle 
intricate, unusual formats properly. 
Some printers have discouraged the 
use of die-cuts because they are not 
equipped, or don’t know how to han 
dle. Avoid disappointments by employ 
ing experienced production facilities. 

6. Appreciate the limitation of tricky 
forms and abide by those limitations. 
Follow the advice of experienced de 
signers who usually know what can 
and cannot be done. 


Under objections | have not listed 
cost, because cost is not always of 
primary importance when the job to 
be done, and when the results antici 
pated, demand exceptional handling. 

A final rule of warning should be 
printed in large letters, framed and 
hung in clear view of every planning 
desk: DON’T MAKE YOUR UN 
USUAL MAILING PIECE SO 
CLEVER THAT THE RECIPIENT 
WILL REMEMBER YOUR CLEV 
ERNESS RATHER THAN YOUR 
OFFER. 

This subject of the showmanship 
of realism and unusual direct mail can 
get confusing. It usually does. To 
keep it from wandering all over the 
map, I'll divide the discussion into 
two main groups with appropriate sub 
divisions. You can refer to the listing 
when you need a quick review of 
functions and methods. 

The six basic functions of unusual 
pieces: 

To give an exact picture of the 

product. 

To show use of product or service. 

To tie in with story. 

To make explanation clear. 

To dramatize offer. 

To get attention (pure design). 


THE REPORTER OF DIRECT MAIL ADVERTISING 


AG 
tae 
£28 

3, 
eye 


The ten methods of getting a way 
from the usual: 


Die-cutting 

Tip-ons 

Gadgets 

Transparencies 

Embossing 

Sampling 

Trick folds or unusual shapes 
Pop-ups and motivated devices 
Physical appeals to senses 
Unusual materials 


THE BASIC FUNCTIONS 
OF UNUSUAL DIRECT MAIL 


FUNCTION I: to give an exact pic- 
ture of the product. 

A product is customarily visualized 
by using a photograph, a blueprint, 
or an artist’s drawing in a conven- 
tional printed page. But many design- 
ers . . . seeking a fresh approach 

. . have found a way to “steal the 
show” in product presentation by us- 
ing ingenious construction. The meth- 
od most commonly employed is to die- 
cut the printed page with an ‘outline 
of part or all of the product presented. 


I will not attempt to reproduce on 
these pages any illustrations. It’s prac- 
tically impossible to show trick pieces 
by single color photography. Under 
each heading I'll give you a few verbal 
illustrations. 


Here are typical examples to illus- 
trate Function 1: 


@ A laundry machinery company used an 
intricate third dimensional die-cut card to 
show exactly how their equipment looked 
in a laundry. Printed in two colors on heavy 
card stock. Recent folded along scored 
lines and formed a miniature room with 
product proportionately placed. 


@ A_ manufacturer of refrigerating equip 
ment mailed a large folder (stiff paper) to 
groceries. and delicatessens. When opened. . . 
real life-like ilustration of freezing unit 
display case moved up to third dimensions 
with a store background. Very realistic. 


@ A tool manufacturing company issued 
a twelve-page booklet, die-cut in the exact 
size and appearance of “The Midget” — the 
smallest Universal Electric Tool. Reader was 
urged to “fit your fist te thes facsimile.” 


@ Another industria! issued 
a four-page folder, ‘ m the exact 
shape of a type “C” Ligh oimg Arrester 


@ An ecngincering used a novel 
eight-page booklet to describe a Glass Cen- 
trifugal Pump. First four pages were pro- 
gressively die-cut so that different parts of 
the machine were exposed when pages were 
turned. 


@ A trucking company dramatized their 
story by having a die-cut, life-like truck as 
the front page of their promotion folder. 
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Put Extra Drama Into Your Mailings 


with “PULL-TAG” ENVELOPES 


Here's the way to get a series of dramatic sur- 
prises to capture and hold your prospects’ 
interest: just enclose your mailing in a “PULL- 


TAG” ENVELOPE! 


@ Tie-in cover message calls attention to 
the novel string opener! 

@ —the string opener that a reader can't 
resist Z-I-P-P-I-N-G open! 

e And a big surprise! At the end of the 
string is a tag, or a series of tags, printed 
to put across an extra sales-making bonus 
message for your product! 

Write for samples 
and prices! 


ENVELOPENERS 


A mailing one 


THE CONNELLY ORGANIZATION 
INCORPORATED 
1010 Arch Street, Philadelphia 7, Po. 
Phone: MArket 7-8133 
The “Department Store of Direct Mail” 
RETURN-A-CARD SALES LETTERS « FLASH CARDS « ILLUSTRATED BULLETINS 
TTERS * ADDRESSING 


TRIPLE HEAD MULTIGRAPHING » TANDEM PRINTED LE . * MAILING 
SEASONAL & HOLIDAY STATIONERY 


GUMMED LABELS 
33 on a sheet, 16,500 in a ream 


20 reams $2.75 per ream 
10 reams 3.00 per ream 
5 reams 3.25 per ream 
2 reams 3.50 per ream 


One Time Carbon — $4.10 per Thousand 
Size 84, x 11 


Free Truck Delivery in Manhattan and Brooklyn 


m. victor, addressing service 
130 Flatbush Avenue STerling 9-8003 Brooklyn 17, New York 


UP TO 50,000 IMPRESSIONS DAILY 
A Combination 3 in One 


ENVELOPE, SMALL JOB 
and IMPRINTING PRESS 


6500 per hour with quality and register. 
Flat bed and cylinder construction. Con- 
tinuous feed and extension delivery. 
ENVELOPE PRINTING 
Coin, pay, drug, commercial, etc. 


IMPRINTING 
Advertising literature, labels, catalogs, 
cartons, etc. 


VERNER & CO., INC. 


heed size. 
52 DUANE STREET NEW YORK 7, N.Y 
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In other words, showmanship by 


better unusual forms can be used to give an 
exact picture of the product. 

production 

brings FUNCTION 2: To show the use 


of a product or service. 


better results @ A manufacturer of clectric ranges pro- 


, vided dealers with a 24-page booklet. Eight 
— aoa way to produce of the pages were die-cut, with cellophane 
inserts tipped in. Various parts of the range 
MASA nr ge study the best, were printed on the cellophane inserts. By 
most effective, ways - —— turning the pages, the prospective purchaser 
ten; cuppert yessare® an jact net only saw exactly how the range was 
finding; share knowledge of im- 

d theds. Thei biect i built, but was shown how the various sim 
proves me err onject te ple steps of operation save drudgery, disap 
better results for you. When you 


“save” mene y with pointment, ete. 


with results @ An wmsurance company used clever 
motivated maihng piece, emphasizing de 

To om = effectiveness of pendability of post office. When opened, 

your precucien source . . . folder showed postman moving across page 
“ 

Always say, “Are you MASA?’ carrying monthly check to beneficiary. The 


final use or satisfaction of msurance. 
graphing, offset and letterpress printing, 
L @ Another insurance company used a 
pone complicated, third dimensional motion folder 
to dramatize use of, or need for, accident 
insurance in the home. The unusual format 


told the story quickly. 


Mail Advertising @A kitchen utensil company mailed a 
Service Association motivated piece to bakers... with action 
showing the baker moving pan into oven. 
18652 Fairfield Avenue @ A paint manufacturer forcefully pic- 
; H ; {1 the use of a new type of paint in 
troit 21, Michigan 
De ° 2 ° Cc ga combating weather by employing a die-cut, 
transparency tip-on over the picture of a 
large truck. Printed on the cellophane were 
symbolical drawings of snow, heat, rain, 
tume 


For names of MASA 
members nearest you, write 


FUNCTION 3: To tic in with sales 

story. 

INDUSTRIAL LIST BUREAU 
Setar vars & & Most direct mail pieces have (or 
should have) one dominant selling 
theme. Many advertisers use die-cuts, 
He Read A Sales Letter tip-ons, gadgets, pop-ups, or unusual 
written by Shartief? shapes to tie in with the sales story. 


Write for information about a 


“most unusual letter writing 
service.” Shurtleff letters are @ A scale manufacturer, in a circular to 


100° guaranteed todo the job. dealers, stressed the fact that dealers were 
FLAVEL H. SHURTLEFF “hearing a gay tune these days.” Inside 
1120 Wilson Avense, Pooris 4, Iilincis there was an accordion folder of stiff Bris 
tol, with top flap reproducing an accordion 


@ A bank provided out-of-town agencies 
with a die-cut folder in the form of a travel 
ing bag, to tie in with their story on the 
advantages of travelers’ checks. 


@ A paper company, to illustrate their story 
‘vou haven't scratched the surface,” had a 
sketched figure holding an actual piece of 
sandpaper 


@A vacation lodge produced Its descriptive 
accordion-type folder in the form of a dic 


PONTON cut nut, to te im with the ttle: “The Story 
oft—Lodge in a Nutshell 

“The House of Direct Mail” 

mechanized and streamlined for @A national magazine, to show adver 
fast, accurate and efficient service, tisers a country-wide store promotion, 1s 


sued a folder titled: “I See by the Papers.” 


— at lower costs eee 
be = y= Sketch of man with arms extended to dic 


W. S. PONTON, INC. 


50 East 42 St. New York 17.N Y MU 7-531) 38 
J 


cut aperture. In inskle pocket, miniature 
reproductions of full-page newspaper adver- 
tisements from Various sectlons of the coun 
try. Top one showed through die-cut to 
give realism to cover. 


@ A paint manufacturer die-cut a_ book- 
let in the shape of an ear. Title read: “Listen 
to What Users Say.” Inside were testimo 
nials. 


@ An insurance company used a die-cut 
folder illustrating a home scene with chil 
dren asking “Dad, why are you so sure 
we can go to college?” Showing through the 
die-cut window was a college scene, to tc 
in with the story of Dad's insurance. 


@A_ clothing manufacturer titled a fold 
er: “We're Laying Our Cards on the Table' 
The fingers of a die-slotted hand held in 
serted cards which told the story. 


That is, unusual forms of direct 
mail can be employed not to picture 
product or use, but to dramatize the 
theme of the sale story. 


FUNCTION 4: To make the ex- 


planation of a product or service clear. 


@A steel manufacturer issued a three- 
wing folder to road builders and state of 
ficials cxplaining the importance of good 
sub-drainage. Printed transparencies permit 
ted a visual explanation of with and with- 
out. 


@ Another drainage products manufacturer 
explained the importance of under-surface 
drainage in road building by using a colored 
cellophane insert. White lettering on the re- 
movable red cellophane covered the orange 
lettering on the sketch underneath. 


@ A fruit company used a neatly varnished 
envelope which bore on the outside sugges- 
tions tor merchandising and displaying ba 
nanas. A sliding card inside revealed in 
little die-cut windows what the retailer 
should charge per pound in order to make 
various percentages of profit 


@ An oil company had an intricate, but 
easy-to-understand, die-cut folder to explain 
to motorists “the seven things we do when 
we service your car.” The reader lifted the 
body and parts off the car and saw what 
was done underneath. The reader could 
even take off a wheel by pulling down a 
die-cut flap 


@ A roofing manufacturer employed a 
unique economical die-cut flap on the inside 
of a roofing circular to give a clear and 
concrete demonstration of how Shingles fit 
together 


A realty company wanted to dramatize 
ehe location of a New York building. A four- 
pring folder on stiff Bristol, when opened, 
revealed a colored map of the financial dis- 
trict of New York. And standing in the 
proper place in third dimension, erected by 
the opening of the fold, was cardboard model 
of the building itself. (This same idea has 
been used by many companies, primarily to 
announce a move into a new building.) 


Clearness and brevity are essential 
in all selling, especially in direct mail 
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selling. Exceptional formats are help- 
ful in making explanations brief . . . 
clear. 


FUNCTION 5: To dramatize the 
offer. 

Out-of-the-ordinary direct mail con- 
struction can be employed to high spot 
at a quick glance the offer which is 
being made. 


@ A clothing manufacturer used a booklet, 
die-cut in the shape of a leaf, to dramatize 
fall fashions. 


@ An insurance company, to dramatize an 
imsurance offer to camera owners, die-cut 
their booklet in the shape of a camera. 


@ Another insurance dramatized 
retirement income with a simple technique. 
The cover was shorter at top and bottom 
than the inside pages of a booklet. First in- 
side page reproduced ends of a check, and 


company 


these ends seemed to extend from the top 
and bottom of the booklet. 


@ A department store dramatized summer 
vacation offers by issuing small booklet re- 
sembling a handbag. All pages inside were 
in an accordion strip, with each pictured 
offer having its own order form on the re- 
verse side. 


@ A washing machine company used a die- 
cut flap on a circular sent to “undecided 
husbands” to dramatize and simulate offer 
of a magic wand gift symbolizing the wash 
er that would come after Christmas. 


@ An oil burner manufacturer supplied deal- 
ers with a small envelope stuffer containing 
an imprinted cellophane insert in front cover. 
First picture showed woman shoveling coal. 
Picture changed to freedom from basement 
drudgery when transparent cover was lifted. 


@ A typewriter company used a die-cut blot- 
ter showing machine and long sheet of typed 
paper to dramatize idea that Portables are 
in more than 100,000 homes. 


@ A hotel used an “individualized balloon” 
letterhead with a figure of a man pointing 
to a sealed door and saying “Only you, Mr. 
(name) may open this door!” The door 
was sealed with a strip of adhesive. Break 
the seal, open the door. The letter told 
about the new Protecto-Rayed Bathroom. 


@ Another hotel dramatized a special 
Thanksgiving Holiday by showing a train 
moving between the hotel and the Army- 
Navy Stadium in Philadelphia. 


@ A coal and iron company furnished deal- 
ers with a dramatic folder using the bad- 
weather-ahead flag of the weather station as 
the die-cut attention-getter for ther Trade 


Marked Coal. 


@ A_ broadcasting chain issued a book on 
statistics in a humorous, dramatic fashion. 
Produced like a stand-up school textbook, 
titled: “Air-rithmetic.” A_ pencil‘ was fasten- 
ed to the front cover. Inside pages were of 
unequal length, starting small and ending 
full size. Bottom of cach page was visible 
and indexed with topic. 
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Cut your sealing * costs to less than 25% !! 


But that’s only the start of good news! 


*Machine sealing of self-mailers with the Seal-O-Matic cuts your 
rate per M to less than 25% . allows one operator to exceed 
the output of 15 hand-sealers which means a fabulous time sav 
ing . . . plus a neat solution of your painful manpower problem. 


If you have been using envelope mailings, consider the additional 
savings by eliminating the cost of the envelopes and the extra 
printing the collating and inserting the tucking-in or sealing 
and, frequently, the added postage. Consider, t20, the tremendous 
saving of time just by eliminating all of this processing. You can 
Seal-O-Matic double cards, booklets, catalogs, broadsides, publica- 
tions tip in inserts all at the same time. Handles 2” x 4” up to 
9%” x 13”, booklets to Me” thick, 1-to 5- folds, flat or over-the 
edge . . . up to 15,000 per hour. If you're interested in s»xeediny vo 
production while cutting your sealing costs, write today for details 


SEAL-0-MATIC Machine Mfg. Co., Inc. 


401-F Chestnut Street, 
South Hackensack, New Jersey 


AUTOMATIC SEALING SERVICE, INC. 
115 CHRISTOPHER ST., N. Y. 14, N. Y. 


Exclusive users and operators of 
the Seal-O-Matw Sealing Ma 
chine in the Metropolitan 

New York area. 


po 


KING TYPO * 330 West 42d St. * 


Foreign Language Division 
Typesetting in English 
and over 600 Languages 


and Dialects 


McGraw-Hill Building * NEW YORK 


us for creative planning of your direct mail 
program. Here’s one sure way to “go after it.” 
Phone or write TODAY for FREE portfolio of ex- 
amples of our work for companies large and 
small who know what they want and get it from 


%, it more mail orders, more inquiries for 
salesmen, more resultful dealer helps, more 
awareness among your customers and prospects 
of how they can profit from what you sell? 

Without realizing it, you may very well want 


PHILIP J. WALLACH COMPANY + 220 


Direct tdrertians © Seles Promotion 


Fifth Ave., New York 1 * MU 9-6122 
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feed a man the 


—night ofter night and he'll soon get 
tired of it. In direct mail, too, variety 
gets attent tains interest! 
You can prove this easily by testing 
Return-A-Card against your present mail- 
ing. You'll find the pre-addressed, 
“built-in” reply card makes it easier to 
reply — gets better results ~ costs 

less per response. Write for your FREE 
Promotion Folder showing many 
applications of this direct mail format to 
sales and merchandising problems. 


REPLY CARD IS 
ATTACHED TO THE 
LETTERHEAD! 


SALES LETTERS 


250 W. 49th St., New York 19, 


Telephone Circle 6-0843 


See Poge 42 


Get More Inquiries 
with intimate, friendly letters — which tell 
will benefit in dealing with 
will bring you many 


Profit by my long experience in writing 
here is 
ative folder. Wt is sone free, on reques! 
made on your letterhead 


EDWARD W. OSANN 


Creative Letters and Advertising Literature 
Since 1910 
175-35 88th Ave., Jamaica 32, N. Y. 
REpublic 9-2244 
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INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N.Y. 


_See page 42 


An Ad Agency that Loves DIRECT MAIL 
Many agencies don't want to “monkey” 
with MAILVERTISING. (Some don't have 
the know-how.) Direct Mail is no stepchild 
here! Write om your business letterhead 


“That Fellow Bott’ 


Leo P. Bort, Jr., 64 E. Jackson, Chicago 


DIE-CUTTING is relatively simple and not too expensive. Picture shows steel rule set into 
board. Along side the steel rule are many pieces of sponge rubber. Their purpose is to 
push paper away from cutting rule after the press impression (or cut) has been made. 


There are plenty of other examples 
to illustrate this basic function. Keep 
your eyes open for them. 


FUNCTION 6: To get favorable 
attention, for convenience, or for pur- 
pose of design harmony. 

This final function can cover a mul- 
titude of sins or virtues. It is in this 
division that most mistakes of judg 
ment are made. Too stunty. Here are 
some of the better ideas: 


@ A manutacturing company used a clever, 
triple, pop-up circular to get attention for 
the “three questions that pop up in every 
process.” 

@ A broadcasting company demanded atten 
tion for its sales story by having a rabbit 
pop-up out of the magican’s hat when 
folder was opened. 

@ Another broadcasting company achieved 
distinctive design, and told an ingenious story 
of elasticity of service by fastening two rub 
ber bands to the front cover of its booklet. 
@ A clothing store got attention for men's 
wear offers by using a tolder shaped like 
a golt bag. Four protruding slips, showimg 
cut-out driving heads, carried the sales story. 
@ A hosiery mill used a die-cut balloon cover 
to get attention to rising prices in hosiery. 
@ An amusement magazine used a piece of 
wood tipped onto a letter to get people to 
subscribe, “Why knock on wood? Know 
where you're going before you start! 

@ A dental laboratory used folder design 
simulating a jewel box to get attention tor 
“jewel-like beauty in dental restorations.” 
@ An insurance company used two, die%ut, 
optical illusion blotters solely to get attention 
tor thew services 

@ A department store used die-cut pieces to 
give unusual design to store promotions, A 
“fashions for spring” folder had an intricate 
die-cut which, when assembled, formed a 
stand-up butterfly on the cover 


@ A national publication startled the adver 
tising fraternity by issuing a folder titled: 
“Right in Your (and Our) Laps.” When 
folder was opened, an off-center strip con- 
struction kicked loose an acourdion folder 
(160 inches of printed material, listing names 
ot wmportant advertisers) into the lap of 
every recipient. 
@ Dealers of an oil company got extra at 
tention by mailing a miniature letter in a 
small bag which simulated a U.S. mailbag, 
with address carned on a tied-on label 

I'll have more to add about these 
stunts later. But get the basic functions 
of unusual direct mail planted firmly 
in your mind. You'll be able to make 
use of them sometime in the future. 


Methods of Getting Away From 
The Usual 


1. Die-Cut Mailing Pieces. 

In spite of the popularity of die-cut 
mailing pieces (one expert suggested 
a new name, “die-namic direct mail”), 
a relatively small number of advertis 
ers seem to know what it is all about. 
To the inexperienced, die-cutting ap 
pears to be an expensive operation. 
Therefore, something to be avoided. 

The two most generally used die 
cutting processes are called: 

High die-cutting 

2. Steel rule die-cutting 

The high die-cutting can be elimin 
ated from this discussion because high 
dies are used mostly for labels, and 
for similar pieces of simple outline used 
in large quantities. Envelopes, for ex 
ample, are made with high dies. 

Steel rule die-cutting is the process 
used most generally for making un- 
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usual direct mail pieces. Steel rule dies 
are relatively inexpensive. They can 
be made to straight-cut, die-cut, crease, 
cut-score, perforate, punch, emboss and 
panel in a single impression of the 
press. 


The average job of die-cutting is 
handled in the following fashion: The 
artist makes the final drawing for the 
direct mail piece. The necessary plates 
are made. Press sheets from the actual 
run are sent to the die maker, marked 
to indicate exact outline of die, posi 
tion of score rules, etc. The sheet is 
also marked to indicate “guide” and 
“gripper” sides, so that true register 
can be achieved in the die cutter’s 
press. 


An exact outline of the parts of the 
paper to be die-cut is transposed to a 
block of wood. The wood is cut 
through with «@ jigsaw along the indi 
cated lines. Thin pieces of pliable cut 
ting rule are bent into proper shape 
and pushed into the slots in the wood. 


When the rule is in place, small 
pieces of spongy rubber are cemented 
to the wooden blocks, along the rule 
and in the center of the torm. The 
rubber pieces are higher than the cut 
ting rule. Their purpose is to push the 
paper away trom the cutting rule after 
the press impression (or cut) has been 
made. (See illustration.) 


Concerning cost: As a general rule, 
the cost of another color on the same 
area, die-cutting job runs about the 
same as the cost of a zine etching of 
the same area. However, the compari 
son changes when the area to be die 
cut increases. 


As a general rule, the die-cutting ot 
a direct mail piece costs no more than 
the cost of another color on the same 
job without die-cutting. 


I am including here some sound ad 
vice given to me by Guy Hodges, 331 
Madison Ave., New York 17, N. Y. He 
is one of the top notch designers ot 
unusual mailing pieces. 


9 Die-cutting might be likened to cook 
ie cutung, for the printed sheet is 
struck by a sharpened steel rule bent to the 
required shape and embedded in a wooden 
block. The sheets are fed, one at a time, 
and later are ‘stripped’ in small lifts. Be 
cause this excess stock must be hand-strip 
ped, it is wise to avoid extremely intricate 
might be 


outhnes of lacy patterns which 


damaged by the operation 


“Just as a bleed allowance is made on 


straught-cut jobs, so a lg” bleed should be 


all around the die-cut silhouette 

back-up on a two- 
sided design, the printer should always work 
to the same guile and gripper when turn 


“To assure accurate 


ing the sheet 


“While it is possible to die-cut most any 
kind of stock, it is wise to avoid the lighter 
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Pretty Sure of Yourself 


Arent You, Junior ? 


Think tight-rope 
walking is tough stuff? 
Pshaw— it's mere child's 
“play compared with some 


of the-giant, economy-sized envelope 
problems G. C.has_been called on to handle. 
No wonder the boss (that's him on the 
high wire) is so sure of himseélf,.that 
he'll tackle anything. If it's envelopes, 
and envelope ideas, and envelope service 
you want—give us a buzz. After all, 


Garden City isn't known as The House of 
Envelopes—and Envelope Ideas . . . for nothing! 


AIR MAIL 
CATALOG 
MERCHANDISE 
POSTAGE SAVER 


speciatists in ENVELOPES ano ourstanoine service 


OFFICE SYSTEMS 
PACKING LIST 
EVERY OTHER STYLE 
COIN 


laroen Ciry Envesore COMPANY 


_ 3001 ROCKWELL ST. - CHICAGO 18, ILLINOIS - PHONE 7-3600 


for Modern Low Cost Methods 
to SPEEDUP MAILINGS 


“DUPLISTICKERS 
made by E 


DUPLISTICKERS make any typewriter on 
“addressing machine,” for multiple mail- 
ings, cotalogs, etc Typists address 4 or more 
Copies in one operation on letter-size sheets 
of 33 gummed, perforated labels. in pock- 
ages of 25 sheets (825 labels) only 60¢ at 
stationery stores. White and 5 colors. 


DUPLICATING MACHINES 
DOUBLE AS 
“ADDRESSING MACHINES” 


with DUPLISTICKERS 


High-speed. low-cost oddressing 11 now posuble 
on duplicating machines No plotes no attachments 
required OUPLISTICKERS are the answer Sten- 
ils or mosters moy be filed for future use. ideo! 


sheets — 825 labels — 60c at stotionery stores. (Also 
special 8414 sheets for Mud duphicaters.) 
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Makers of Famous | EUREKA SPECIALTY PRINTING CO. ae. t 
DUPLISTICKERS 558 ELECTRIC ST, SCRANTON 9, PA. 
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KOREAN 
VETERANS 
LISTS 


Mail-Ad Co. has all the Korean 
vets’ home addresses and rank 
who have returned since com- 
mencement of rotation program. 


YOU CAN ORDER BY 
STATES! 
Group 1 (returned to states April 
1951 to September 1951) 
Group 2 (returned to states Septem 
ber 1951 to April 1, 1952) 28,082 
Group 3 (returned to states April 
1952 to June 1952) 
states June 
1953) 


52,582 


61,966 


Group 4 (returned to 
1952 to February 


Total to date 


76,074 
218,704 


Write us for state breakdown of order 
available for states you are interested 

Available on labels $15.00 M (first copy) 
$5.00 M (third! 


Discount comes must be ordered at 


M (second copy) 
comp 


Sartre time as first copy 


MAIL - AD CO. 


457 So. Robertson Bivd., Beverly Hills, Calif. 


CATALOGS 


DESIGNED by topfight artists to 
save you time and money. One 
shop—layouts thru mechanicals 


CULLEN RAPP STUDIOS 150 W. 34 St.W.Y. 


LO 4-3495 


weights, since they are troublesome to handle 
amd not effective in appearance. Heavy coat 
ed, Bristols, offsets and cover weights are 
very satistactory. Where the job includes a 
score rule for folding, # 1s usually best to 
have the grain of the stock run across the 
score rather than parallel 


Much of the final effectiveness of a die 
cut prece rests in the skill with which it is 
designed. Not the art work necessarily, but 
the way in which the die or cut is employed 
to best advantage. Wise choice of stock, di 
rection of grain, freedom from weak spots 
These are worthwhile considerations. It will 
pay you to contact an experienced designer. 


The process can be used for any “99 

the six basic functions eee 
Here is some sound advice given by 

Lewis Kleid of Mailings, Inc., 25 W. 


45 St, New York 36, N.Y. in one 
ot his bulletins to customers: 


4 How to do it: From a creative pont of 

view the simplest technique is to chop 
out a booklet, a folder, a letter or a card in 
the actual shape of the product. A_ notable 
series along these lines was done by Spald 
ing with a series of folders cut and real- 
istically printed to resemble golf balls, base 
balls, footballs, basketballs, tennis balls, etc 


Other examples include suitcases, stoves, re- 
irigerators (door opens revealing capacity of 
box), freight trains, machines, autos, tires, 
walnuts (here's the story in a nutshell), an 
ear (listen to what users say), houses, bar- 
rels, potatoes, fruit, fur coat, hat box, milk 
bottle, ete 


‘Die-cutting to project the product: Instead 
of chopping out the circumference of a 
stitched booklet or folder, it is desirable some 
times to shape only one, two or three sides 
and then to fold so that the die-cut is in 
relief against a squared-up surface. For in 
stance, the Illinors Central Railroad has a 
folder with the first page cut out in the 
shape of a locomotive. Burlington Trailways 
has a bus cut out on page one against a cut 
out skyline. U. S 
vised a self-mailer with a cut-out in the shape 
of the product “Weldwood.” Similarly, the 
Dictaphone Corporation has a handsome fold 


Plywood Corporation de 


er with its dictating machine die-cut against 
a colorful background 


Die-cut with insert: In this case, a hole, 
a slot, or a band is cut into the mailing 
piece to permit the insertion of a gadget or 
another piece of printed matter. Example: A 
newsboy or messenger who carries under his 
arms m a space slotted for that purpose, a 
newspaper or handbill; a typewriter illustra 
tion with a miniature letter inserted into the 
slot in the carriage; a file drawer with a 


slot to receive a captioned insert 


Peep show die-cut: Another variation is 
the design which takes the shape of a win 
dow, a keyhole, a door, a spotlight, a frame 
ot binoculars to permit a preview or partial 
view of the illustration printed on the inside 
page. A bathroom scale company, using the 
‘before and after’ method, showed a fully 
clothed figure on the outside of the folder 
with the head visible through a round che 
cut. Upon opening, the figure was revealed 
again, but this time with less clothes 


Die-cuts that move: Here cars move along 
a road, skaters whirl in graceful pirouette, 
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and buildings appear in dimension under 
your very eyes. The motion of pulling the 
mailing piece out of the envelope or opening 
the folder action. This is 
achieved by off-center folding sometimes in 


produces the 


combination with a rubber band 

In other cases, a slot is die-cut in the mail 
ing piece to serve as a runway on which the 
moving part is manipulated. An extending 
tab is usually marked: pull here or pull this 
out. 


Examples: A Palmer House Booklet which, 
upon opening, projects the hotel building in 
full dimension. A Wear-Ever self-mailer pops 
up an aluminum tray upon opening. A Texa 
co series of dealer poeces with running serv 
icemen, rising jacks and moving cars. 


functional variations include 
‘pullers’ for slide rule and 


Other more 
‘spinners’ and 
statistical data. 


Conclusion: Paper and a sharp pair of 
shears are all the imagination designer needs 
See first what can be done by cutting up 
some former mailing picces. It's good mer 
chandising to show betore and after pictures 
by means of a swinging die-cut. If the pro 
duct is one that lends itself to action, try to 
use spinners, pullers or pop-ups. In any case, 
cutting it out 
Business 


dramauze the product by 
against an interesting background 
cards and blotters will look much more in 
teresting if die-cut in the shape of the pro- 
duct. A book, fish, oyster, bottle, box, car, 
etc. While pop-ups and die-cuts may be used 
for ticks and attention, they can be tunc 
tional and designed to sell creatively. Instead 
ot the conventional rectangular shape, you 
can use a cut-out or activated printed piece 
which would dramatize a shape, be func- 


tional, show appropriate action, or re- 
veal inner component « 


2. Tip-Ons. 


Tip ons constitute the simplest meth 
od of attracting attention. They can 
be worked in combination with all the 
other methods of achieving the un 
usual, Here are a few examples: 


@ A scale manufacturer tipped on to its light 
wemht crcular a heavier stock, accordion 
folded order devise. The tip-on attracted 
extraordinary attention because of its un 


usual weight and character. 


@ Many concerns have used the idea of tip 
ping on to a booklet of circular a mirror to 
tic in with the cover title. For example: 
Take a look at a man who can do a lot to 


ward increasing your firm's profit in 1953." 


@ A paper company upped a piece of cotton 
cloth to a circular to emphasize the fact that 
their papers are made from cotton cloth cut- 
tings 

@ A steel! company used a unique tip-on idea 
m the wrapper which accompamed dividend 
checks to stockholders. Each wrapper car 
ned a tuipped-on photograph giving one im 
portant tact about the work of the company. 


The extra tip-on gets attention be 
cause it is unexpected. If well handled 
... the extra attention value is worth 
the extra cost. A tipped-on postage 
stamp on a letter, for example, always 
geis extra attention. 


THE REPORTER OF DIRFCT MAIL ADVERTISING 


i 
4 
= 
‘4 | 
tee 
| 
99 
Maung 
Aster Piece, wow York 3, 
See page 44 
| 
= 


3. Gadgets. 


The use of gadgets has grown tre 
mendously. Some people like them. 
Some people don’t. Gadgets are usual 
ly miniature reproductions of a larger 
commonplace article. Gadgets are us 
ually pasted to, tied to, or punched 
through a letter or folder. Sometimes 
they are packaged in a box. 

Gadgets usually appear at the top 
part of a letter, adjoining the first 
paragraph or the attention - getting 
headline. 

Here is a partial review of gadget 
letters: (I'll describe gadget and then 
give headline or the first paragraph 
lead-in.) 


@ A clothing manufacturer used these: 
die-stamped half of miniature football. “T 
ar a tull of tootballs mght now' And 
stadiums are full of Ramblers!” 

imitation blue bachelor button. “Do you like 
a suit that has a smart, metropolitan, ‘flower- 
in-your-buttonhole’ air about it” . . . A 
sharpened pencil. “We've had to sharpen our 
(pencil placed here) down to a pretty fine 
point this fall to be able to bring you a suit 
that has as much quality and as much style 
as our Worsteds.” - A campaign button. 
This is a campaign letter, but it’s different 
trom any other campaign letter you'll receive 
this fall. WE'll wager that.” . . . False mustache. 
“Handle bar mustaches, like this one, went 


17 E. 48th $t., New York Y 


out of style years ago. And so did snug-fit 
ting, narrow-shouldered, ught-chested cloth- 
ing for men”... A small spoon. “You don't 
have to be born with a (spoon) in your 
mouth to be able to afford the comfort and 


luxury of one of our Bench Made Suits.” 


@ A newspaper used these: A rabbit's toot 
“Luck has no part in good advertising or in 
its results.” . . . A small fish. “Let's go 
fishing where the fish are!” . . . A minia- 
ture fireman's helmet. “Only are inter- 
ested in fire helmets, but.” A twisted 
nail puzzle. “There are two parts to this 
puzzle.” (Two parts to the story.) ... A 


“You know it as a ham 


minature hammer. 
mer, but to a mechanic it’s a ball pen 
... A compass. “Do you chart your course 
in advertising or just guess?” . . . Miniature 
brass hat. “Here’s a personal message to the 
brass hats.” . . . Miniature wrench. “Tighten 
up on your advertising policy and eliminate 
waste!” 

There are many other notable gadg 
et case histories. Leo P. Bott, Jr. (ad 
vertising man, 64 E. Jackson Blvd., 
Chicago 4, Ill. has designed a gadget 
mailing for one client every month for 
more than twenty-five years. In that 
period he has used practically every 
conceivable device from dead wasps to 
vitamin tablets. 


Larry Mathany of Foote & Jenks, 
Jackson, Mich., in promoting flavoring 
extracts, has for years been using 


gadyety mailings. We quoted his opin- 
ions in the September 1952 Reporter 
(now in booklet form, titled: “How 
to Think About Readership of Direct 
Mail”). 


Perhaps the most outstanding, con 
tinuing gadget campaign is conducted 
and personally directed by Ward Pat 
ton, vice president of the Green Giant 
Company, Le Sueur, Minn. In a field 
notorious for its shoddy advertising to 
grocers and wholesalers, Ward Pat 
ton stole the show. His mailings for 
years have been fairly standardized 
(1019” x 1334” pocket type portfo 
lios). Inside there are proofs of cur 
rent or coming advertising in nation- 
al magazines; bulletins with sales sug 
gestions. But there’s always a gadget 
some place. Usually on the cover. To 
stimulate interest, cause a laugh, and 
get action for the stuff inside. Ac 
cording to Ward Patton's statement 
to us... the continuous gadget mail 
ings do these things: 


1. Make our advertising fun two look at 
and get our customers in a receptive mood 

2. Make trade fully informed about our 
Green Giant brands and the continuous ad 
vertising support we put behind them. 


3. Get our customers to run local tie-in 


Check Our New Realistic Rates... 


3-line TYPEWRITER ADDRESSING . Now only $6.50/M 
4 lines only $1 additional per M 


Expert HAND ADDRESSING .. . . Now only $7.50/M 


GUMMED LABEL Add: 


t follow-up mailings. 


tag tor 
Only $2.25/M quadruplicate 


We supply labels. . 4 Only $2.50/M 


LABEL PASTING on Envelopes, Self-Mailers, 
Broadsides up to 6x 9"... . . . . . Only $1.50/M 


Other Mailing Operations (Folding, Inserting, etc.) 


Only 50*/M motions 


These are our COMPLETE charges! There are NO 
hidden extras! We offer a complete, money-saving 
service on all your mailing requirements, but you 
are never obliged to give us any specified number 
of operations to enjoy these amazingly low prices. 

An experienced corps of 200 enables us to han- 
die jobs of ANY SIZE— and to meet your deadlines 
with reliable, speedy service. Take a tip from the 
many profit-wise users of direct mail who have 
slashed their costs with DE GROODT! Save this ad 
for future use ...or, better still, phone or write 


TODAY! 


and associates, inc, 


MI 2-4900 


9 78th St 
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PENCILPRINT looks like actual 
Pencil. Has many applications for 
your Direct Mail. Ask for samples. 


Century Letter Co., Inc. 


48 Eost 21st Street New York 10, N. Y. 


INDUSTRIAL LIST BUREAL 
+5 Astor Place, New York 3, N Y] 
See page 45 


COLORFUL POST CARDS 
is what we'll send you. 


Will give you an idea how your pro- 
duct can be pictured on 4 color post 
ecards for mailing to customers 
& prospects. We handle photowra- 
phy. printing and mailing at prices 
that will please the budget. Write 
3 K COPY-ART INCORPORATED 
1619 Broadway, New York 19, N.Y. 


| 
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260,000 MANUFACTURERS, INDUSTRIALS 
150,000 WHOLESALERS, DISTRIBUTORS 
1,400,000 RETAILERS, TRADE SELECTIONS 
500,000 SERVICE COMPANIES 


S. PONTON, INC. 
“The House of Direct Mail” 
50 East 42 St. New York 17,N.Y 


promotions using our display and advertising 
matenal at time our ads appear 

4. Make caster tor our sales orgamiza 
tions to arrange tie-in promotions which cut 
selling costs and keep need tor retail special 
ty men to a minimum 


They bring these results: 


of our customers who have 
cooperate by 


1. Over 90% 
advertising facilities available, 
tying mm with our special Promotions 

52% of all advertising run in retailers’ 
copy on our brands use the mats sug sted mn 
our gadget mailings 

3. In a monthly check mn 47 primary mar 
kets through Advertising Checking Bureau, 
w the last three years for example, both our 
tie-in retailer average size 
of individual tie-in ads have increased 64.2% 
4. According to A. C. Nielsen survey ot 
retail stores for the latest twelve months, we 
merchandising 
leading 


lineage and the 


received 61.69% more active 


support than was given the next 
brands of peas and corn 


5. Make a call every 
the top men in the grocery field at a cost of 


month on 8.200 of 
only 25¢ to 30 a call 


Incidentally, Ward Patton's intense 
promotion of the Green Giant brands 
of corn and peas was responsible tor 
changing the name of the company. 
It used to be called Minnesota Valley 
Canning Company. 

Every gadget used throughout the 
years has definitely tied in with the 
theme of the month. The idea came 
first... then the search for the gadg 
et. For example: A green plastic, 


wire-legged grasshopper was attached 


to cover titted “To Hop up Your 
Sales.” “Out of This World” port 
folio carried a plastic rocket ship. An 
imitation watch was inserted onto the 
wrist of the cover figure, who an 
nounced “You'll get all wound up 
over this.” “Thisll warm ‘em up” 
was title of a piece carrying a minia 
ture hot water bag. 

The tie-up is never forced. Among 
some of the hundreds of gadgets used 
..»here is a partial list of items: 


Chicken wishbone 

Poker chip 

Box of aspirin 

Safety pin 

Mirror 

Whiskers 

Fake football tickets 

Phony election ballot 

Paper Christmas bell 

Razor blade 

Clothes pin 

Knife, fork, and spoon 

Glass eye 

Mexican centavos 

Stereopticon card 

Plastic heart 

Bag of soil 

Puzzle 

Mistletoe 

Checker 

Face mask 

Blackout cloth 

Wood pointer 

Trade-mark guessing 
vame 


Anagram 
Optical tricks 
Paper plate & Napkin 
Rifle target 
Shoehorn 
Powder puff 

Dog tag D-138 
Bubble bath powder 
Wedding ring 
Ruler 

Wallet calendar 
Bay of straw 
Paper clock 
doll bootie 
Bookmark 

Sheet music 
Shoe laces 
Artist's brush 
Jingle bells 
Guitar pick 
Memo pad 

Wood paddle 
Teething ring 
Felt pennants 


Tuy shovel 
In view of the success of the Green 


Giant continuing campaign... no one 
can say that gadgets should not be 


used. The biggest trouble with gadg- 
ets is: there has been too much bally 
hoo about them. Several “services” 
have offered portfolios of gadget mail 
ing samples. All the buyer has to do 
is to use the gadget and the lead and 
then change the copy to suit his pro 
duct or service. That's exactly the 
wrong way to approach the problem. 
Any problem... to be truthful. 

The Wolverine Tube Division of 
Calumet & Heclo Consolidated Cop 
per Company, 1830 Guardian Bldg., 
Detroit 26, Mich. have been long-time 
users of realism in their direct mail. 
Many of their messages arrive in 
small mailing tubes (symbolizing their 
product). Contain 11 x 5-% inch rolled 
strips with clever printed messages. 
Other unusual realisic Wolverine pieces 
included: Folder titled “Here's a sweet 
idea”... with an envelope of sugar 
attached. A Halloween-time mailing 
was a cut-out in the form of a pump 
kin. Some of the tube mailings have 
included gadgets like whistles, erasers, 
thimbles, bag of tea, sample of hand 
cream, etc. Each gadget used tied in 
with the theme of the piece . . . to 
make it more realistic. 

The idea and copy should come 
first as the logical solution to a definite 
problem. Then if a gadget is called 
for... the search begins for the gadg 
et. Sources are everywhere. The five 
and dime (?) stores; novelty and gift 
shops; premium manufacturers. Sev 
eral people specialize in furnishing 
gadgets (miniatures in plastic or me 
tal). To name a few: Abe Mitchell, 
111 W. Jackson Blvd., Chicago 4, IIL; 
August Tiger, 545 Fifth Ave., New 
York 17, N. Y.; Hewig Company, 45 
W. 45 St.. New York 36, N.Y. Your 
telephone red book will reveal other 
possibilities under advertising special 
ties, novelties or premiums. 


CLOSING ADVICE: If you use 
gadget mailings... you are in show 
business for sure. You can have ter 
rific flops, as well as successes. So be 
careful. Use Tact with a capital T. 
And it saves many headaches to get 
the advice of experts. Don’t use gadg 
ets just for the sake of using gadgets. 
Be sure that your gadget mailing is in 
good taste... and appropriate to the 
market you are reaching. 


4. Transparencies 


What is meant by transparencies in 
direct mail? Using a sheet of mate 
rial such as cellophane, celluloid or 
plasticile instead of an opaque sheet 
of paper. By placing a sheet of trans- 
parent material in a die-cut aperture, 
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part of the picture on the next page 
can be seen. By printing part of a 
picture on the transparency itself, the 
scene can be changed when the page 
is litted. By using a colored sheet of 
transparency, such as red, green or 
blue... the colored transparency will 
eliminate trom the picture underneath 
the corresponding color. 

Some of these transparency proces 
ses are supposedly covered by patents, 
but don’t worry about them too much. 
The patents assumably cover a conti 
nuous series of successive overlays of 
partly printed transparencies, but do 
not and cannot cover the use of plain 
transparencies. 

It is unquestionably true that the 
successful adaptation of the transpar 
ency idea to direct mail depends upon 
getting the services of a reputable au- 
thority on the process. The tip-ons are 
hard to handle because the light 
transparent sheets may wrinkle. 


5. Embossing 


Embossing, described non-technical 
ly, is a method of pressing or distort- 
ing the paper so that the type mat 
ter or the illustration is raised above 
the surface of the paper and can be 
felt by the fingers. Many companies 
have embossed booklet covers, to add 
an element of distinctiveness or rich 
ness. 

For embossing you usually need a 
brass male and female die. The dies 
are expensive, but not too expensive 
it your work requires a quality im 
pression. Embossing can be performed 
without or with ink, 

One of the most popular forms of 
intricate embossing simulates the 
sampling of shirts, ties, socks and 
other products where the texture of 
material can be shown. It is a highly 
specialized process, combining embos 
siag and accurately printed color plates. 
And there are only two or three or 
ganizations in the country equipped 
to perform the work. It is suitable 
only tor large run productions. 

It is estimated that more than ten 
thousand retailers use embossed cir 
culars supplied by manufacturers. One 
of the well-known producers of this 
type material is Simplex Textured Re 
productions, 225 Varick St., New York 
14, N.Y. You might write to them 
for samples, 


6. Sampling 


You can use sampling in direct mail 
when you have a product which is suit 
able tor sampling within the limits 
of a direct mail piece. Sampling is ef 
fective because it is the best method 
of picturing the products offered. 
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@ A manofacturer enclosed a small samble 
of their clectrolytucally produced metal mesh 
screen in a folder going to manufacturers 
who could use such a product in industria! 
production 

@ A department store used a combination of 
die-cutting and sampling to show correct 
color combinations of fabrics for furniture 

@ An insulation company inserted a square 
sample of its product in a die-cut circular 

@ A woolen mill, bringing out cleven new 
sportswear tabrics presented an All-Ameri 
can selection in a die-cut football. Inside were 
swatches of the eleven fabrics. 

@ A cable manufacturer attached to its self- 
mailing circular a four-inch strip of ignition 
cable. 

@ Any manufacturer who has a product 
which can be sampled by mail is lucky 

tor that’s the best way to put across realism. 
Hubbs & Howe Company 1702-20 Elmwood 
Ave., Buffalo 7, N. Y., did it effectively with 
a mailing promoting an abrasive maternal for 
dangerous stairs, floors, called “Safety 
walk.” Inserted circular samples in die-cut 
slots so recipient could experiment, 

@ The pharmaceutical manufacturers are per- 
haps the largest users of sampling. And many 
have devised new ways to put extra show 
manship in their sampling process. Pill boxes 
in colorful bags. Sample boxes with pills 
showing in die-cut pockets and mailed in 
transparent plastic envelopes. Samples show 
ing through die-cut apertures in folders 


Remember the warnings about 
sampling. Be sure the samples are 
packaged, right, so they get to pros 
pect in good condition. 


7. Trick Folds or Unusual Shapes 


It is possible to achieve unusual for 
mats without the expense of dies or 
die-cutting by tricks of the folding 
machine and cutter. Folding or shear 
ing off the corners of a conventional, 
rectangular letterhead or printed form 
is one way to secure an odd shape 
or animated mailing piece. 

There is one way get striking 
and unusual two-color effects by sim 
ple trimming and folding without die 
cutting or printed tints. You use a 
two toned paper. That is, one color 
(or white) on one side; another color 
on the other side. Such paper is made 
by the Appleton Coated Paper Com 
pany, 8040 Wisconsin Ave., Appleton, 
Wisconsin. 

The sketch illustrates just a few of 
the possibilities: 

Better write to Gene Colvin (trick 
fold expert) at Appleton Coated Paper 
and ask him to send you (free) one 
of his Idea Portfolios. Contains many 
actual examples of clever folders. 

Charles Morris at Henry Linden 
meyr & Sons, 480 Canal Street, New 
York 13, N.Y. is another specialist 
in collecting ideas and specimens for 
trick folds, unusual trims, etc. He 
can supply you with bulletins con 
taining helpful illustrations. Write to 
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HOW TO WIN NEW MAIL 
ORDER CUSTOMERS IN 


mail. 


MAIL ORDER LIST SERVICE, Inc. 
38 Newbury St., Boston 16, Mass 


NEW MAIL ORDER CUSTOMERS IN VOLUME 


Does 


SEND YOU — 
BRAR 
ES FROM OUR LI 
OF FAMOUS LETTERHEADS 
we 


Often the only sepresentativ ¢ of your business or 
service is your salesman + your letter, You are 
judged by them. Wouldn't you like to see how 
your letterhead ‘stacks up se those in ovr 
hew Portfollo taining sem rom our “Li- 
brary of Fam etterheades 
There is no charge for this Portfolio and ho 
obligation. Wed like to send you a copy to get 
acquainted with you ami to have you see for 
yourself what Peerless is doing for letterhead buy- 
ers from coast to coast. The samples will give you 
an idea of what we might be doing for you. You 
may feel it is easier to buy locally We know that 
to get your business we will have te save you 
money or give you a better letterhead —-or both 
Send for the portfolio, now, When you get it 
you ll be able to decide if your present design 
needs a complete overhauling, minor changes, of 
is plenty good enough to keep using. The Port- 
folio is yours mpare by writing on your regu- 
lar business letterhead 


PEERLESS LITHOGRAPHING COMPANY 


430! DIVERSEY AVE... CHICAGO 39. ILLINOIS 
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Lists TO SELL THE BUYING 


MILLIONS IN AMERICA 
INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N. Y 


See page 46 


ROSKAM 


For LISTS, DIRECT MAIL, MAIL ORDER ADS 
We've got the lists — the know how — mail pro- 
grams planned, created, completed. Cut costs, in- 


WRITE OR WIRE TODAY! 
H. ROSKAM, ADV., 1430 Grand, K. C. 6, Mo. 


KNOW HOW? 
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Sell Your Product Thru Direct Selling 


MAIL ORDER 


ADVERTISING 


We Show You How 


Complete Copy, Art Service — Publishers’ Rates 
Send $1 for Publication Ad Rate Guide 


MARTIN 


ADVERTISING AGENCY 


Creators of Direct Pull Ad Campaigns - 30th Year 
15 E. 40th St., Dept. 15, New York LE 2-475! 


IN MAILING 


LISTS 


New York 3, N.Y 


THE BEST 


45 Astor Place 
See page 48 


“BETTER LISTS FOR BETTER MAILINGS 


Write ‘t “R” for FREE Catalog 


W. S. PONTON- 
_ 50 East 42nd St., New York 17, N. Y. 


4 
MAILERS report MORE 
orders at HIGHER NET 
from MADDERN recom- 
mended mailing lists! 


You'll never know how good your di 
rect mail offers really are until you test 
their pull on our lists of mail order pros 
pects for your product 

Our lists are producing record-breaking 
results for others and they can do 
the same for you. Yet, they cost no more 
than ordinary lists 


We also arrange exchanges on a per 
1000 name-for-name-basis between 
owners of competitive and semi-com 
petitive lists 

Mail the coupon today for FREE detyi's 
about more lists of prospects for YOU? 
OFFERS than you ever thought existed 

Charter Member National 
Council Mailing List Brokers 


 willa MADDERN, 


215 Fourth Ave. New York 3, N. Y. 


Without obligetion, send us complete de- 
tails about more responsive mailing lists 


Another source: Elmer Lipsett of S. 
D. Warren Company, 89 Broad St, 
Boston 1, Mass. 

Best way to learn more about how 
to obtain unusual formats by unusual 
folds and cuts is to study the sugges 
tions made by many of the manutac 
turers of paper. Get in touch with 
your local paper merchants. Particu 
larly active in idea promotion have 
been the manufacturers of Bristols. 
such as Linton Brothers & Company, 
Fitchburg, Mass. and the Mead Sales 
Company (Wheelwright Paper), 819 
Public Ledger Bldg., Philadelphia 6, 
Pa. 

Many unusual formats can be ob 
tained by a partial or off-center fold 
which torms part of a picture when 
the haltf-fold is lifted. 

Unusual effects can be created by 
using miniatures, although miniatures 
difter from the conventional only in 
size. For a good example of clever 
promotion through the use of minia 
tures, ask your paper merchant to 
show you some of the Idea Portfolios 
ot the Strathmore Paper Company. 


@ The advertising manager of Miller Printing 
Machine: Company, Reedsdale St., 
Putsburgh 33, Pa. dreamed up a trick told 
perhaps the tickiest of all ume. A 


which 


stip ot paper, 734 x 37 inches, was run 


through the press with split fountains giving 


ix different colors of bands. When tolded in 


accordion fashion (but off-center), the re- 
sulung 734 x 4% inch folder, utled “Take 
fon white strip) showed a rain “ 
abowe and below. Get a sample tor your 


tile 


8. Pop-ups and Motivated Devices 


There has been considerable con 
troversy in this particular division otf 
direct mail, because nearly everyone 
who originated a motion or pop-up 
device thought the idea was original 
and immediately rushed off to the 
Patent Office. The patents on the 
motivated mailing pieces have expired. 
Most of the pop-up patents aren't 
worth the paper they are printed on. 

Pop-ups can be handled simply . .. by 
die-cutting and reverse folding. They 
take careful planning and a liberal 
use of scissors before the job is ready 
for the engraver and printer. 

Pop-ups can also be motivated by 
rubber bands, by flexible wires, or by 
off-center tip-ons. 

If you decide to use one, don't let 
an amateur handle production. Get 
an expert. 


9. Physical Appeals to the Senses 


Teachers of general ad ertising 
courses have taught that it is possible 
and advisable to appeal to the five 


senses through photographs and copy. 
In direct mail work... some practi 
tioners of the unusual have injected 
an actual physical appeal to the senses 
by asking recipient to feel something; 
to taste or smell a sample; to do some 
thing unusual with the eyes: or t 
hear. 


Smell: Billy Van ot Pine Tree Soap 
tame will long be remembered because 
he saturated his letterheads with the 
concentrated odor of pine needles. He 
was one of the first to use the sense 
of smell in selling. Perfume and other 
scents are gradually creeping into di 
rect mail pieces. Modern chemistry 
has created a fabulous library of 
smells, imitative of, and associated with, 
almost every conceivable kind of pro 
duct. 

The smells of wood, leather, hay. 
grass, flowers, chocolate are standard 
stock items of the firms which make 
aromatic essences. But you can have 
almost any smell made to order... 
custom designed for a specific mail 
selling job. 

The story is told of a book publisher 
whose warehouse was damaged by 
fire. He sent out a mailing piece im 
pregnated with the smell of smoke. 
This imaginative publisher not only 
sold out his smoke-damaged stock of 
books, but had to reprint titles to fill 
the orders. A bakery sent out blot 
ters with the tantalizing scent of fresh 
baked goods. A mountain resort's 
mailing pieces were permeated with 
the scent of pine trees. 

Givaudan-Delawanna, one of the 
industrial aromatic manufacturers 
prints their monthly publication with 
ink impregnated with the odor of 
raspberries. Readers frequenly reply: 
“I can smell your magazine before it 
gets to my desk.” 


Scents are applied to mailing pieces 
in several ways. One is to mix the 
aromatic essence with the ink. Your 
ink house should do this to retain the 
proper scent and color. 


The Dow Chemical Company, Mid 
land, Mich. manufactures synthetic 
aromatics. As an experiment, I ran 
an entire issue of The Reporter with 
scented ink. Had no trouble. Ink 
manufacturer mixed the essence. Print 
er used coated paper. Best results are 
with coated. The odor lasts but it 1s 
not particularly strong. 


To achieve an intense effect, the 
best method is to apply one drop of 
undiluted essence to the mailing piece 
This may be done with an eye drop 
per. The paper should be absorbent. 
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Putting ink on paper is not enough. 
That’s why Harris delivery systems are 
engineered to keep pace with the speed 
of rotary printing, and give each sheet 
the careful handling that fine printing 
deserves. Delivery of sheets in volume 


HARRIS DELIVERY SYSTEM frees the pressman from 
‘ constantly watching the delivery, lets him concentrate 
without damage means more salable his skill on quality of print and volume production. 
sheets in the pile, a bigger profit pay-off Improved delivery is an integral part of all Harris presses, 
for you. both offset and letterpress. Write today for more information. 


HARRIS-SEYBOLD COMPANY 


General Offices + Cleveland 5, Ohio 


fine graphic arts equipment 
..for everybody’s profit 


much does a 
matling piece cost? 


l4c...? 24c...? 64c...? Envelopes 
account for only a fraction of that cost 
—and yet, by spending a few cents more 
per thousand for a more attractive en- 
velope that does a real selling job, it is 
possible for you to lower your cost-per 
inquiry, through increased returns. 


When you plan your next mailing, let 
Cupples-Hesse plan for you result getting 
envelopes—catalog or pennysaver; reply, 
return or order blank envelopes. Just 
drop us a line; or call your local C-H 
representative. 


CUPPLES-HESSE 
4176 N. Kingshighway Blvd. 
Saint Louis 15, Mo. 


Great Lakes Division 
3635 Michigan Ave., Detroit 16 


Cupples-Hesse of lowa 
1485 Keo, Des Moines 14 
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The best results are obtained with 
blotter stock. Glossy or slick papers are 
not satistactory. 

An easy method is the use of the 
automatic spray gun on a_ printing 
press. But generally, spraying is not 
recommended. Most of the aroma is 
lost in the air. Only a little of it reaches 
the mailing piece. And practically none 
gets to the reader. A workable alter 
native is stacking the pieces to be 
scented and brushing one or more 
edges with the undiluted solution. 

The essential oil firms producing 
these essences have found that an ex 
act duplicate of the scent desired is 
less resultful than one that suggests 
the natural odor. For example: the 
scents that resemble leather 
or new-mown hay are not chemical 
duplicates of these natura! odors. It 
is not that the chemist is unable to re 
produce exactly the natural formula, 
but it has been found better set 
up associative reactions, so as to pro 
duce in his mind the thought of wood, 
or leather, or new-mown hay, or what 
ever reaction is desired. 

Synthetic perfumes are inexpensive 
and add a plus quality to your direct 
mail, Consult your ink manufacturer 
it you intend to scented inks. 
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YOUR 
AMBASSADOR 


Hooven IBM Typewritten 
Letters -» Copy +» Mailing 
+ Ambassador Executive 
Letters + “Alsco’’ Process¢ 
Letters + Multigraphing 

+ Mimeographing + Photo 
Offset Printing «Addressing 

+ Signatures - What Have 
You 
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If you plan to spray, brush or drop 
perfumes, check with any of these aro 
matic chemical firms in New York 


Desbroses St. 
40 Worth St. 
Fourth Ave. 

I don’t know how popular perftum 
ing of direct mail will become. It has 
limited possibilities, but at least... it’s 
possible. 

Taste: Appealing to the sense of 
taste in direct mail is very limited... 
and possibly dangerous. Can only ap 
ply in cases where sampling is pos 
sible. Wrigley’s Gum, for example. 

Taste appeals have been used by 
mail order operators in canned fruits, 
fish, candy, jam, etc. Several original 
mailers have enclosed a cigar or a 
cigarette “to put you at ease while 
you read.” 


Sight: All direct mail is an appeal 
to sight. But the unusual, motivated 
forms are stronger appeals to the sight, 
because they make the recipient do 
something with the eyes. Other steps 
can be taken. 

For example: a manufacturer of gas 
heaters supplied dealers with an cye 


Whether you want to 
reach a president, top 
brass, or high-echelon 
official, Ambassador 
will perform your mis- 
sion in true diplomatic 
fashion. 


1BM, Hooven and Robotype Automatic Typewtitten Letter Specialists 


AMBASSADOR LETTER SERVICE CO. 


11-13 Stone St 


DIRECT MAIL 


For some fine examples of a com- 
plete art service that can help you 
cut creative costs, write or call... 


CULLEN RAPP STUDIOS 150 W. 34 St.WLY.C. 


LO 4-3495 


N.Y. 4, BOwling Green 9-0607, 


YOUR PHOTO 
ON STAMPS 


EASY SELLING 
with photostamps, get 
ncreased attention and 
results. million sold 
last year. Use with let- 
ters, direct mail. Send 
photo or negative (re- 
turned unharmed) & $1! 
for sheet of 100 photo- 
stamps of your picture. You'll be delighted! 
NATIONAL PHOTOSTAMP COMPANY 
654 Broadway, Dept. 8-4, New York 32, N.Y. 


exercising, consumer mailing piece. 
On inside spread the recipient was 
instructed to “look through these rose 
colored glasses and see how our home 
life changed.” Attached tothe circular 
was a pair of cardboard spectacles 
with red cellophane lenses. Look 
through the lenses at a series of pic 
tures printed in red. Another picture 
appears in each square. It’s the blue 
printing not visible to the naked eye, 
but made visible when red printing 
is neutralized by lenses. 

Many unique eye-action stunts can 
be designed with the aid of Polaroid. 
But they are expensive. It's now pos 
sible to get third dimensional pictures 
by supplying recipient with Polaroid 
glasses. Or novelty pieces have been 
designed in which a transparent pic 
ture changes from before to after by 
turning a Polaroid wheel. Some pro 
duction experts believe that third di 
mensional printing will eventually be 
possible. 

A manufacturer of tires supplied 
dealers with a tricky little die-cut fold 
er with a wheel indicator to find the 
stopping distances of various tires at 
various speeds. The catch is that the 
recipient had to turn a sawtooth, and 
is then told on the other side of the 
card that the biting edge on the card 
board wheel feels like the biting 
edges on the tire. 

There are many ways to force extra 
eye action, or eye movement, in a 
piece of direct mail. Lester Anderson, 
secretary of the University of Oregon 
Alumni Association, used a letter 
processed in reverse to attract atten 
tion to his appeal for dues payment. 
Recipient had hold letter before 
a mirror in order to read it. 

Quite a few courageous souls around 
country have experimented with the 
square span idea of typing or “setting 
up” a letter. Instead of the usual straight 
lines of type... words are put to 
gether in two or three lines of thought 
groups or phrases. Forces eyes to car- 
ry through. 

The Masterpiece Studios, Troy at 
2Ist Chicago 23, Ill. got extra 
eye-action by processing one of their 
form letters upside down to tie in 
with the theme: “It’s a topsy-turvy 
world.” 

Leo Bott of Chicago has used for 
years a promotion piece with head 
ing: “This is a circular letter.” The 
multigraph type is set in a circular 
form... then letterhead sheet is die 
cut in a circle. 

Others have had their typists com 
pose the letter in unusual forms. A 
question mark, a Christmas tree. If 
copy is interesting the unusual setup 


to 


48 THE REPORTER 


: 
a City: 
Givawdan-Delawanna, inc., 330 W. 42 St. 
2 
iy 
OF GooD WILL 
= 
Sie 2) 
| 
j 
\ 
co See page 50 
| 
KNOW 
| 


The tort Comes 


SQUARE SPAN — Quite a few courageous 
souls have experimented with this type of 
letter . . . set up into thought-groups. 


will get added attention even though 
more difficult to read. 

The Sheraton Hotel in Chicago got 
extra eye action for a letter promot 
ing its new cocktail lounge by mail 
ing a letter processed in shorthand. 
Bosses had to get their secretaries to 
translate. 

Extra eye action can be secured by 
using third dimensional pictures. The 
Brownie Manufacturing Company, 35 
Frankfort St., New York 7, N. Y. pro- 
duces such pieces. A card for Motor 
ola shows a blurry reproduction of 
front of television set. A cardboard 
viewer with red cellophane for one 
eye and blue for the other accompa 
nies the card. Hold viewer to eyes and 
a beautiful lady appears on the screen 
in third dimension. Same results can 
be secured with Polaroid process. 

Touch: The sense of touch is limit 
ed, too. But can be employed most 
readily when sampling is practical. 

A manufacturer of grinding wheels 
attached to cover of his magazine an 
extra, tipped-on, rough grinding sur 
face. Everyone who received his ideal 
promotion had to feel the product. 

In texture and touch, the object is to 
enhance the appearance of the mail 
ing piece; to attract attention to the 
message; and, if possible, to sample 
or display the type of product being 
sold. 

Texture and touch appeals may be 
obtained by steel die engraving, ther 
mographic printing, embossing, gold 
stamping and flocking. The impulse 
to rub a finger over an engraved let 
terhead is familiar. The engraved let 
terhead or business card with its 
printing in relief immediately implies 
quality. Its use by professional men 
and large corporations has given print 
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«| matter produced by this process 
th cachet of quality. 

’ Thermographic printing is conven 
tionally used as an economical sub 
stitute for steel die or copper engrav 
ing, but it has wide applications of 
its own. The process is simple. Sheets 
up to twenty-four inches in width are 
printed, powder is sprayed on, heat 
ed and the excess shaken off. The 
finish can be dull or glossy, low or 
high; and it can be done beautitully 
in gold, silver, copper or white on 
black. Thermography has been used 
eflectively on covers for catalogs and 
price lists, posters, letterheads, invi 
tations and greeting cards. For best 
results, avoid heavy solids, But there 
is no limitations as to line engravings, 
halftones or type matter. 

For realistic reproduction of tes, 
books, shoes, clothing, furniture, etc. 
embossing is recommended. It, too, 
appeals to the sense of touch. It’s ex 
pensive, but the next best thing to 
an actual sample of the product. 

Probably the most neglected touch 
process in direct mail is flocking. This 
is the name given to the application 
of cotton or rayon fibres to cloth 
paper. (Metallic particles and mica 
dust are sometimes used on _ picture 
post cards and greeting cards.) The 
process is a simple one. Thin glue is 
printed on the paper or the surface 


of the material to be flocked. The 
flock, which consists of short fibres, 
is dusted on... then agitated to re- 
move excess, 

Flocking devices range from sim 
ple, hand-powered units to large, elec 
tric-powered machines which handle 
thousands of yards a day. It is pos- 
sible to flock a whole sheet, an il 
lustration, a trade-mark, a caption, or 
a message. Flocking can be done in 
any color on any size paper. And 
the effect appeals to the touch and 
the eye. 

The use of the touch appeal is valid 
not alone on the basis of beauty or 
novelty, but on its power te control 
attention. If more people pay more 
attention to your message, the possi 
bility of getting action is proportion- 
ately increased. As in all attention-get 
ting devices, the user must be cau- 
tioned that attention must be direct- 
ed to the message and not the device. 

Sound: Using the sense of sound 
has been rare in direct mail work. 
Before the war, Fawcett Publications 
distributed, by Wester Union, to ad- 
versiting agencies and to national ad 
vertising executives, a talking book. 
It was the third of a series of pieces 
dramatizing a mythical “Myrtle,” who 


typified the average reader of the 
Fawcett women’s group of magazines. 
When the recipient got to the tenth 


GET THE FACTS! | 
PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


with this modern, complete and fully 
illustrated guide to correct photoengraving methods. 

24 HOUR SERVICE 
108 poges—lovishly iMustrated in black and white, and color 


HORAN ENGRAVING COMPANY, 
44 WEST 28th y! NEW YORK 1, N. Y. 
Tel. MU 9-8585 * 

Please = me (prepaid) 

Art an 


And don't forget Horan’ s book, 

bas My for $ 

service whether your 
NAME... 


benday or color process. 


Now — ‘‘brush-up” 


Technique of Photo-Engraving.' 


INC. 


Branch Office: MArket 2-4171 
copies of your 108 page revised 


. is enclosed. 


OFFSET SCRAPBOOK NO. 6, a 24-page book con 
taining 425 promotional sketches, at a unit cost of 
less than 1'.c! That's right, these hundreds of hard 
hitting 
specimens of ORIGINAL ART are all yours for only 
$6.00 complete, postpaid, to use without restriction 
offset paste-up or making engravings. Cartoon 
serious faces and figures; symbolical designs 
for retail businesses; sporting and holiday art; post- 
card and ad headings; 
others 

Reproductions are razor-sharp in detail. Page size 
8x10 
you're not completely satisfied with this comprehen- 
sive array of pictorial punch, it won't cost you a 
penny 00 


A. A. ARCHBOLD, PUBLISHER 


1209 S. Lake St. 


for 
and 


AMAZING! 


time-saving idea-building, money-saving 


thumbnail sketches, many 


, printed one side only, black on white. If 


Postpaid, $6 


les Angeles 6, Calif. 
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page of the talking book, he found a 
die-cut pocket. Inside the pocket was 
a record which could be played on 
any phonograph. 

But new users of sound in direct 
mail are appearing. pharmaceutical 
manutacturer sent doctors a record 
containing on one side a symphony 
and on the other side a_protessional 
talk by a detail man (to save doctor's 
time). The American Type Founders 
mailed a record of a talk by President 
Thomas Jones to all employees... ac 
companying an annual report. 

The Union Pacific Railroad sent 
travel agents a record of songs by the 
amateur choirs in the National Parks. 
Short commercials on each side urged 
that vacationers be routed over Union 
Pacihe. 

Hayden Ricker, advertising coun 
selor of Tampa, actually achieved 
sound effects in an ordinary printed 
tolder tor an exterminator company. 
A die-cut tlap (part of root of house) 


Fell More 
Lists More 


INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N.Y 


See pege 5! 


was pasted to inside cover. When 
cover was opened the sound of tear- 
ing could be heard. Copy told how 
termites could tear a house a part. There 
are several devices with rubber bands 
for startling recipient with a buzzing 
noise... but their use is dangerous. 

There are undiscovered possibilities 
in sound. Keep your eyes open for 
developments. 


10. Unusual Materials 


It is possible to get away from the 
usual or conventional formats in di 
rect mail by using uncommon or un 
familiar materials, It can be accom 
plished in part by using unusual paper. 
Paper with deckle edges or fancy fi- 
nishes, box papers and decorative 
wraps, tissue paper, onion skin, leath 
erettes, butcher paper, and even course, 
brown wrapping paper. 

Or a letterhead or mailing piece 
might be reproduced on cotton cloth, 
linoleum, plastic, leather, oil cloth, 
wallpaper, metallic paper, cellophane, 
wood veneer, etc. Expensive? Yes. 
But the extra cost might be warranted 
because such a mailing would naturally 
be limited to small lists and highly 
selected names. 

There are also unusual inks, or un 
usual combinations of inks with un 


EFFECTIVE 


DIRECT ADVERTISING ? 


DOES THE TRICK! 


“Know how” works like magic in advertising. It's downright essen- 
tial to your advertising picture. That's where we fit right in. 


Now, we don't claim to be miracle men. We don’t pull rabbits out 
of hats or saw women in half. BUT...we have pulled returns on mail- 
ings with above-average consistency, and we do cut production costs 


down to midget-size. 


Our present clients 


including. among others, the Minifon 


Corporation of America and John Blye, Inc. — stick with us because 
our “know how” brings results. We have every reason to believe that 


we can do the same for you. 


Let us know if you'd like to have your name added to our mailing 


list...no obligation, of course. 


ROWLAND BRANOWEIN 
143 EAST 35th STREET, NEW YORK 16, N.Y. 
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common materials. A tire company 
achieved distinctiveness by printing 
an entire tolder in four colors on cel 
lophane. A trade paper celebrated its 
first anniversary by printing a mail 
ing piece on a baby’s diaper, folded 
correctly and seaied with 1 safety pin. 
Title: “Now I am out of my triangle 
underwear.” A medical house used a 
circular, die-cut folder to druggists 
promoting an extra penny sale of tooth 
brushes. Dry embossed on the copper 
metal laminated cover, designed like 
a big, copper penny, was the lettering 
“Two for 51 cents.” 

In search for unusual materials some 
advertisers have turned to invisible 
ink. One company used a_ blotter 
which read: “I'll talk it you dip me 
in water.” An eleven-line message in 
white ink appeared on the water 
soaked blue blotter. 

Envelopes can be made unusual by 
the careful and judicial selection of 
unusual papers. But be careful you 
do not run into Post Office restrictions 
on dark colors. 

Be on the watch for unusual ma 
terials. They may provide you with a 
needed change of pace. 


William Clawson, advertising man 
ager of Miller Printing Machinery Co., 
1101-1131 Reedsdale St., Pittsburgh 33. 
Pa. achieved gripping and unusual 
realism by having the courage to print 
an eight-page folder on jet black pa 
per with jet black ink. Actually. His 
theme: “Are you working in the 
dark?” A couple recipients kicked 
that it was hard to read, but most 
raved. Held to the light at correct 
angle, the black ink or black paper 
appeared to be a goldish brown. He 
got his story across... the danger or 
price of working in the dark, Other 
Clawson-Miller pieces have been equal 
ly dramatic and realistic. 


Frank Mangelsdorf of Advance 
Seed Company, P. O. Box 6157, Phoe 
nix, Arizona used a gold envelope, a 
letterhead printed on gold laminated 
paper, a gold covered return card and 
a gold tag to dramatize and promote 
their “Gold Tag Grain Sorghums.” 
A natural selection. 

In your search for new materials... 
investigate some of the metallic sheets 
or coated plastics. Many possibilities 
for eye-catching effects. Coating Pro 
ducts, 136-140 W. 21 St. New York 
ll, N. Y. can supply you with thin 
sheets which look like mirrors but 
which are translucent when held to 
the light. You can make die-cut gadg 
ets from colorful metallic coated plas 
tics... or use them for startling book 
let covers. 


| 
iy j 
H 
4 
3 og 
j 
i 
| 
ie 
cy 
4 
és 
2 
>) 
& 
om 


We have now completed the major 
portion of our study of showmanship 
in direct mail. We've covered as much 
ground as possible, as quickly as _pos- 
sible. Consider it more as an outline 
rather than a completed text. You 
can fill in the rest of it for yourself 
by observation, by building an idea 
file, and by further study and experi 
ence. 

We've given you the definition of 
showmanship, or a way of thinking 
about it; the essential elements of 
showmanship; the methods of deter- 
mining what types of showmanship 
your business needs; a brief analysis 
of design in the six major divisions 
of mail showmanship; and a compre- 
hensive outline of the reasons for and 
pitfalls in using novelty (realism) 
forms... with a description of the 
ten ways to achieve novelty. 

That should give you a_ better pic- 
ture than you have had before. At 
least, there has never been anything 
quite like it. 

We have saved for last... for the 
climax... an exclusive report on the 
most remarkable direct mail show- 
manship campaign. I've been in di- 
rect mail for around thirty-two years 
and have never seen anything like it. 
It follows or corresponds with prac- 
tically every rule in this book. The 
planners allowed the release of the 
“case history” in time for this study 
even though the campaign was not 
yet fully completed. 

Every person connected in any way 
with direct mail should enjoy “The 
Story of Yoon Yun, Direct Mail Am 
bassador Extraordinary”... a fabulous 
tale of courage, creativeness and con- 
tinuity. 


£23 ROGOSS 


INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, N. Y- 


CLASSIFIED ADVERTISING 


Rates: $1.00 per line—minimum space 3 lines. Help and Situation Wanted Ads—50c 
line—minimum space 4 lines. Write The Reporter, 53 Hilton Ave., Garden City, N.Y. 


ADDRESSING 


FOR SALE 


OUR LISTS ARE FREE 
Retailers - wholesalers - manufacturers 
Banks - churches - institutions 
We charge only for addressing 
SPEED - ADDRESS KRAUS CO 
48-01 42nd Street 
Long Island City 4, N. Y. 


ADDRESSOGRAPH PLATES 


Speedaumat plates embossed, three- 
line, on genuine Addressograph Alloy. 
$30 per thousand complete. Write for 
quantity discount. 

Advertisers Addressing System 


703 Norh 16th St. St. Louis 3, Mo. 


ADVERTISING AGENCIES 


SELL YOUR PRODUCT WITH pulling 
mail order, agent ads. 
We show you how. 


Martin Advertising Agency 
15P East 40th Street, N.Y. 16, N.Y. 


COLLECTION LETTERS» 


Keep Affection 
Collection letters, one or a series, writ 


Make Collection . . . 


ten to your (or your client's) special 
order, $10.00 per letter. Guaranteed 
Send brief de 
collection problem(s), 
Letters will be in 


original and effective. 
scription of 
with remittance. 
your hands in one week. Sparks Adv. 
Agency, Box 1134, Austin, Texas. 


DO YOU MAIL TO SHORT LISTS? 


You can afford better styling, better 
copy even on small-scale direct mail 
efforts when you get big-league help 
from Ad Scribe, North Canton, Ohio. 
Write for work-by-mail Folio 83. 


FOR SALE: | Addressograph Model 
1950 C B No. 451793; | Graphotype 
Model 6381 No. 256847; | Addresso 
graph Model 100 C B No. 488781; 4 
cabinets (161C); 2 cabinets (160C); 
660 new type C B Trays, 160 old type 
C B Trays; 100 M C B Frames. This 
equipment in perfect condition. Quote 
f.o.b. plant. Rochester Laboratory, Inc. 
950 Ridge Road, Webster, N. Y. 


LIS T Ss 
CHOICE LIST FOR RENT 


24,000 metalworking manufacturing 
plants working on Gov't. contracts. 
Montgomery Eng. 8500 - 12 St. De- 
troit 6, Mich. 


Lithographed Stock Designs 


Now available — Lithographed Full 
Color Letterheads, Enveloples, State- 
ments, and Business Cards for over 
100 different kinds of businesses. Big 
profits on this line. Write ADPRINT 
CORP., &36 Montgomery Street, San 


Francisco, Calif. 


MAILING MACHINES 


Hand and Electric Addressographs. 
Graphotype Models 6340 and 6280. 
BARGAINS ON ADDRESSOGRAPH 
TRAYS. Elliott addressing machines, 
Models 800-1500 & 3000. 27-53 
drawer cabinets. SAVER & WALL- 
INGFORD, 147 West Broadway, New 
‘York 13, New York, WOrth 4-0520. 


OFFSET CUTOUTS 
headings, illustrations, 
cartoons, symbols, borders, panels, 
holiday art, type fonts, decoration, 
for oftset reproduction. Most complete 
service in U. S. Free descriptive book- 
let. A. A. ARCHBOLD, Publisher, 
1209-K S. Lake St., Los Angeles 6, 
Calif. 
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the week of October 12, 
1952, two thousand top manufactur 
ing executives and purchasing agents 
received an exciting but perplexing 
piece of mail. It came in an extra 
heavy weight, white envelope meas 
uring inches. On the 
front side was a somber, towering, 
blue-toned dragon design. The label 
showed that it came trom Post Of 
fice Box 3, China, Maine. A caption 
above the recipient's address read: 
“Honorable Postman: Please Do Not 
Fold.” Lettered dragon, 
in a style resembling Chinese charac 
“The Dilemma ot Yoon 


across the 


ters, Was: 
Yun.” 

In the upper right corner, 17¢ post 
age stamp. The envelope demanded 
attention. It was too impressive to be 
ignored, Even a top executive couldn't 
resist the impulse to solve the mystery 
of who would create a message like 
that costing 17¢ to mail. 

Inside... one of the most specta 


cular pieces ever printed. A French 
told, four page affair measuring 124 
x 10, inches, on the heaviest type of 
cover stock. It felt impressive. Looked 


impressive. Colortul Chinese figures 
lithographed on a_ pitch black back 
ground... holding (with die-cut 
hands) two separated, 349 inch dia 
meter metal rings stapled to the cov 
er. Envelope ttle repeated: “The Di 
lemma of Yoon Yun.” Back over, solid 
black except for two printed inter 
locked blue rings. 

Inside spread... 
set in Bauer Legend type tace. Only 


an illuminated text 


52 


cleven lines of type on each side. The 
copy told a fanciful Chinese table ot 
a youth who wanted to marry the 
emperor's daughter... but who must 
first prove his skill by interlocking 
the rings. In the fourth from the last 
line, each individual recipient's name 
was hand lettered in place ... exactly 
resembling the type. 

Nowhere on the expensive piece 
appeared the name of the sender. 

The creators arranged to have “spot 
ters” visit sample offices of recipients 
on the day the parcel post mailing 
was supposed to arrive; to get in by 
hook or crook under some routine 
pretext. In every case... the piece 
was on the addressed man’s desk. In 
several instances the recipient show 
ed the visitor (spotter) the piece and 
asked tor guesses on the originators. 
In a number of offices, groups of 
executives were clustered around the 
desk examining the mysterious work 
of art. Guessing: “It must have beea 
a brainstorm ot NBC or CBS, or some 
pharmaceutical manufacturer.” “It's 
tremendous... but what in hell does 
it mean?” The :mpact was terrific. 

This reporter received a copy ol 
the first piece. Showed it to many 
visitors. All raved and made guesses. 
None correct. 

Three days later... another shock 
er arrived at the two thousand offices. 
This time in a specially built clasp 
carton, measuring 13x 11'4 inch. 
The postage stamp showed that it 
cost 20¢ to mail, A big 
inch address label was pasted to box. 


It repeated the dragon design (al 
though this time smiling) and car 
ried the China, Maine, Post Office box 
number. The title was changed to 
“Joyous Greetings From Your Friend 
Yoon Yun.” 

inside, another French fold, four 
pager on the heaviest of cover stock. 
Label title repeated. More Chinese fig 
ures against a solid black background 
held two interlocked, 3% inch in 
diameter, metal rings stapled to cover. 

Inside, another spread of illuminat 
ed, gorgeously printed Legend text 
...telling in fable style how Yoon 
Yun solved the dilemma of the rings. 

On the back, the two printed blue 
rings showing through black back 
ground... but this time a connecting 
shield had been added. No identifica 
tion. Solidly attached to the back was 
a bright red box, measuring 4 x 44, 
inches. Inside, four more 31 inch 
in diameter metal rings. Three were 
interlocked together. One separate. A 
folded, 344 x 14 inch strip of paper, 
printed on both sides, gave a humor 
ous explanation of how the old Chi- 
nese ring trick could be worked... 
tying it in with Yoon Yun’s effort to 
win the emperor's daughter by  solv- 
ing the dilemma. 

No identification of the planners 
who already had spent 37¢ postage 
on two of the most elaborate direct 
mail pieces ever printed. 

Confusion reigned in many offices. 
Top executives were actually caught 
trying to learn the eight-ring trick. In 
some cases, the whole executive office 
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torce became involved in the project. 
Everybody was trying to find out who 
was behind this mystery. Who would 
have the nerve? One executive wrote 
(after the secret was exposed) that 
he spent the entire day mastering 
the ring trick. Then took it home to 
amaze the family. His nine-year old 
son became so excited that he has 
since taken up magic as a hobby. 

When two direct mail pieces can 
cause so much confusion, discussion, 
guessing .... the originators are really 
getting impact. Standing head and 
shoulders over competition (all com 
petition in the mail). But... the fol- 
low-up better be good! 

Three days later... the third piece. 
simpler this time. But dramatic. A 
brilliant red envelope with a 614 x 4 
inch label. A colorful Chinese charac 
ter still asking “Honorable Postman: 
Please Do Not Fold.” But coiled in 
the dragon's tail a small corner card 
reading: Union Bag & Paper Corpo 
ration, Woolworth Building, New 
York 7, N.Y. 

Inside, another 819 x Il inch, French 
fold, four-pages. A pure white back 
ground titled: “The Real Secret of 
Yoon Yun’s Magic Rings.” A simple 
story inside, explaining the theme 
“Yoon Yun”... pronounced slowly 
as “Union.” The rings symbolizing 
integrated planning, integrated pro 
duction, interlocked experience and 
facilities in furnishing engineered pack 
aging. The executives who received 
the first three pieces all were with 
big companies whose products must 
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be shipped in corrugated containers. 

Some executive thought this was the 
end of the campaign and began writ 
ing letters (a few were addressed to 
China, Maine) congratulating the 
Union management on a_ spectacular 
idea... but they hadn’t seen anything 
yet. The campaign was to continue, 
with shock after shock, for sixteen 
more pieces. 

Now... this reporter will have to 
do a flashback to 1949 in order to 
make this fabulous story of Yoon Yun 
complete. Stay with us and you'll learn 
some lessons in management and di- 
rect mail showmanship. 

Fred Meendsen became Advertis- 
ing Manager of Union Bag & Paper 
Corporation in 1946, He had spent 
most of his business life in the coarse 
paper business... in sales for Interna- 
tional Paper, and then as paper bag 
industry coordinator in WPB during 
the war. 

At Union, he injected some sur- 
prising new techniques into the mer- 
chandising of paper bags for the crush- 
ed ice and tood industries... but 
that’s another story. 

During 1949 Fred had a real prob 
lem. His company had an established 
reputation as the leader in the paper 
bag field... but a major new division, 
with outstanding facilities for making 
engineered, corrugated shipping boxes, 
was relatively unknown. Even the 
sales force handling this division was 
new and needed more training. Com 
petition was stiff. Competitors were 
spending large sums for extensive dis 
play advertising in national business 
publications. 

How could Fred’s advertising de 
partment come up with a campaign 
which would, with terrific impact, 
dramatize Union's facilities? And 
within a reasonable budget . . . make 
more impression than competitive ad 
vertising? That was the first basic 
problem. 

Union’s agency was Smith, Hagel 
& Snyder (at 30 East 60th Street, New 
York). Fred and Account Executive 
Ray Hagel went to work on the prob 
lem during the fall of 1949, 

First off they decided that direct 
mail was the logical media solution. 
It allowed them to reach exactly the 
companies who were desirable pros 
pects... and to eliminate all waste 
circulation. And because of the need 
for dramatic impact, direct mail made 
it possible to throw the entire hoped 
for budget into a spectacular series of 
pieces which would be better than 
anything else in the day's mail. 

That was just the start of the think- 


ing. Then they made a tact analysis 
and analyzed resistances (just like 
those suggested in other parts of this 
report). They listed the objectives; the 
problems. Among them: 


1. To create a strong awareness of Union's 
growing stature in the corrugated box field. 

2. To impress indelibly upon the minds 
of volume buyers that Union not only is in 
the box business, but that it is in the field as 
a major supplier . . . not as a subsidiary op- 
eration. 

3. To capitalize on Union's tremendous 
prestige in the packaging industry generally. 
That required “bigness.” 

4. To make strong use of Union's physi- 
cal resources as a powerful tool in the sale 
of corrugated boxes. 

5. To familiarize box buyers with the 
packaging skill, experience and “know how” 
that Union accumulated over 75 years of 
service to American industry. 

6. To establish a “point of difference’ —a 
particular sales theme or sales advantage 
that could be distinctively exploited by Union. 

7. To impress upon box buyers and pros 
pects not only the Union trade-mark shield, 
but also a significant variation of that sym- 
bol. A development which could be perma- 
nently inter-linked with Union boxes. And 
which, in itself, could be a continuing re 
minder of Umion’s fundamental sales pro 
motion theme. 


8. To establish a wade character; to estab 
lish more firmly the continuity of the various 
components of the current campaign and ot 
subsequent box campaigns. 


Fred Meendsen and Ray Hagel de 
cided that it was necessary to utilize 
every device of showmanship to put 
across these objectives. So the search 
began ... a search for ideas; for a 
trade character; for a dominating 
theme; for subdivisions of the theme. 

There were weeks and months of 
contabs. Sketches, suggested slogans 
and themes. Wastebaskets full of dis 
carded work sheets. 

Finally they started thinking of in 
tegration (integrated planning, engi 
neering, production). Integration sug 
gested rings. Rings to Ray Hagel sug 
gested the old Chinese ring trick. Why 
not a Chinese character to symbolize 
wisdom of the ages; experience? Dur- 
ing a session with a now-frantic ar- 
tist, somebody insisted he try to get 
more of a feeling of Union into the 
character. He repeated the word a 
number of times, slowly Un-ion. And 
then it clicked. That was it... Yoon 
Yun. A symbolic character... and 
obviously an Oriental! 

Up to the library to dig up all the 
lore of the old Orient. Sessions with 
sketch pads and books. Playbacks of 
oriental music with emphasis on the 
“Mikado.” The campaign needed ori 
ental mystery; it needed this; it need 
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ed that. Themes for each piece began 
to come more easily now. 

During the Christmas holidays of 
1949 . the whole thing jelled. 
Fred decided to gamble. Such a radi 
cal departure in advertising couldn't 
be sold to management without show 
ing physical evidence. This idea 
couldn't: be “visualized” in words. 

So Ray Hagel and his agency were 
instructed to proceed on a calculated 
business risk twelve thousand 
dollars worth. The first few pieces were 
actually executed in finished art and 
copy form, All the others (of the 
eighteen total) were given near per 
tected layout treatment (with copy 
themes indicated only.) 

With all pieces in visual form. . 
color slides were made. Fred Meend 
sen was then ready to present the pro 
gram to the Union management. He 
first outlined the problems to be 
solved. He projected the pieces from 
the Kodachrome slides asking 
that he not be interrupted until the 
final shot. He then described the ad 
vantages, the impact, the residual 
benefits over the long pull. Described, 
too, how much a campaign would 
boost morale of sales force, help to 
train the sales force, and open doors 
for the salesmen. 

He described what it might cost to 
get anything like a similar impact by 
any other method. This spectacular, 
dramatic campaign would reach only 
known buyers or specifiers of corru 
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Dick Cuffari, artist; Al Kay of Ross Art Studios, art director; Fred Meend: 


gated boxes. And the final argument: 
the cost of eighteen “calls” on each 
prospect would be less than it would 
cost to entertain him at dinner at even 
a moderate priced New York night 
club. For a year’s program to about 
2,000 people . . . the campaign would 
cost only $45,000 to $50,000. 

Management approved the budget! 

Full speed ahead. The art was su 
pervised by Al Kay, a principal of 
Ross Art Studios, 5 Columbus Circle 
New York. Kay had been designer 
art director for the campaign trom 
its inception, All black and white 
drawings were furnished with acetate 
overlays. Lithography was selected be 
cause of intricate color separations and 
because art work in some instances 
could be adapted to one or more other 
pieces. The job of getting hairline 
accuracy and super-perfect production 
was turned over to Arthur Herst of 
Herst Litho, 525 West 52nd St. New 
York. 

Production started in full swing. 
The search began (in novelty stores, 
curio shops and among premium man 
ufacturers) for all the props needed 
to complete each piece. Special mail 
ing boxes had to be built; every enve 
lope had to be hand-tailored; different 
labels for each mailing. All this fuss 
and excitement for two thousand 
people. The job was well on the way 
to completion by the end of May 
1950. 

Then came the blow! Korea! June, 


of the magnitude of Yoon Yun required coordinated team work. 
ly in Union offices. From left to right: Arthur Herst, lithographer; 


advertising 


manager; John Manfredi of James Gray, Inc., assembling and mailing; Ray Hagel of Smith, 


Hagel & Snyder. 


Lithographer Arthur Herst, who printed 
the “Yoon Yun” campaign, ran off the insert 
which follows especially for The Reporter. 
To the right is the first page of “The Para- 
ble of Lo Ding,” the sixth mailing in the 
“Yoon Yun” series. The unit originally was 
printed in six colors, with a mounted replica 
of an ancient ox cart filled with movable 
blocks. 


1950. Nearly twenty five thousand dol- 
lars in research, art and printing down 
the drain... it seemed inevitable. With 
Asia in flames . . . Americans might 
not take kindly to a campaign with a 
Chinese theme. Could leave a bad 
taste. 

Fred—cautious, concerned, but net 
convinced—stored the beautiful litho- 
graphed sheets, the boxes, the labels 
and the props. To let things cool off. 
Then he employed Richard Manville 
Research Organization, 230 Park Ave- 
nue, New York 17, N. Y., to make a 
survey. Gave him samples of some of 
the pieces. Told him to find out hew 
businessmen would react to the 
Chinese theme. 

This reporter has read the 51-page 
document report submitted finally on 
January 17, 1952 atter months of re 
search by Dick Manville. Good read 
ing. Intelligently handled. Makes you 
feel good that American businessmen 
are so broadminded. The Red lords 
of China might be surprised to know 
that Americans do not hate the Chi- 
nese people, 

Ninety-two per cent of the execu 
tives approached by Manville inter 
viewers said positively that the Chinese 
theme would have no negative effect 
whatsoever on their thinking. The 
rest were not sure, but liked the pieces. 

All magazine editors (100°,) ap 
proached for their opinions said there 
was nothing wrong or inappropriate 
with the Chinese theme. 

The Manville report was accepted 
and approved by Union management. 
The green light again. But it took 
months of preparation to unpack the 
campaign from storage, rearrange 
props, and then stage meetings where 
the entire sales organization was 
shown (by Viewgraf) exactly what 
was going to happen. 

By September 1952 the decks were 
all cleared. The assembly job origin 
ally had been turned over to John 
Manfredi of James Gray, Inc., 216 
East 45th St. New York. His com- 
pany was to handle the mailings. Now 
Manfredi was given the go ahead. 

The first piece with its 17¢ stamp 
attached was placed in the mail on 
October 15, 1952. Copy, theme and 
production were still good, even 
though planned nearly three years be- 
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merchant, Rue Hau, was Disturbed. 


His servant, eo Ding, har thoushtlessly pile cases of 
fragile on his cart so that the boy he wished to unload first 


was wedged im the back. Kune Chan dID not wish 
to viok breaking any of his delicate stock by shuttling the other cases 


to the ground and ther reloading thers. Choughefully 


he contemplated the crate to be removed ..... 
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The oxen are part of “The Parable of 
Lo Ding,” the ovter cover of which is 
shown on the previous page. To the 
right are the two elaborate “Teasers” 
which op d the paign. The rings 
are of metal, mounted in the die-cut 
hands of the Chinese figures. The wide- 
measured lines in the body copy and 
the choice of the intricately designed 
type were calculated risks. Art Direc- 
tor Al Kay worked for maximum 
atmosphere and impression, daringly 
violated norma! typographic princi- 
ples. His conviction that the nature of 
the mailing pieces and the copy would 
compel reading paid off soundly. 
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One of the most eleborcte units in the series, “He 
Wore His Wealth,” is bound in boards, printed by 
lithography and silk screen, with each page die-cut 
as illustrated. 


Union Bag and its agency scoured the world for the 
litchee nuts which were sent as part of the fourteenth 
mailing, “Consider, Please, the Litchee Nut.” Once 
easily obtainable in the Chinatowns of New York and 
San Francisco, the dried nuts have disappeared from 
the American market al: t pletely 
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fore. Fred and Ray sat back with their 
ulcers and phenobarbitol to wait... 
and pray. 

That's the 1d of the flashback. 

Seven days after the third mailing 
... the fourth piece hit the prospects’ 
desks. A relatively simple piece in a 
brown 9x6 inch envelope. Special label 
(only 2¢ postage). The folder opened 
to a 17x22 inch broadside showing 
the ramifications of box-making with 
Yoon Yun advising; “Please to Con- 
sider: Seeds sown now yield early 
harvest of better and ‘more efficient 
packaging.” 

Seven days later . . . another shot 
in a box. A glamorous, red_plastic- 
covered booklet; “The Nine Lives 
of Your Corrugated Box.” This time 
Yoon Yun turned to cartoon style 
drawings to illustrate his story. 

The sixth piece arrived in another 
seven days. This one really threw ev- 
eryone for a loop. “The Parable of Lo 
Ding” (a friend of Yoon Yun). Lo 
Ding . . . another name for loading. 
Built into the spectacularly printed 
piece were the wooden sides of Chi- 
nese cart. Inside this actual wooden 
frame .. . ten different sized blue 
plastic blocks. A study in unloading. 
How to get the biggest block in back 
of the cart out of front ‘opening by 
moving one block at a time and not 
removing any in the process. We 
know of one executive who sat up all 
one night trying to work it only to 
give up. Letters and phone calls ar- 
rived at Union offices... claiming the 
puzzle couldn't be worked. It became 
necessary to send out a special letter 
with a chart proving that the big 
block could be removed in exactly for- 
ty-four moves. The confusion and bal- 
lyhoo certainly put across the point 
. . « that in loading car or truck 
shipments, the design, size and place- 
ment of cartons is important. 

Fourteen days later .. . the seventh 
piece. A more business-like type of 
French fold folder . . . showing man- 
ufacturing processes. But the sketch 
on cover of a boy with a pole had 
attached to it a calico bag. Inside were 
miniature loat of bread, can of soup, 
banana and pear. 

From there on the schedule was 
changed to one mailing every twe 
weeks (except the campaign was tem- 
porarily stopped during Christmas sea 
son and a nineteenth piece injected 
after No. 7 . .. an out-of-this-world 
Christmas card with Yoon Yun skip- 
ping the commercial). 

It's impossible to describe all of the 
mailings. Postage per piece varied from 
2 30¢. The impact increases as 


-¢ to 
the campaign progresses. Instead of 
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petering out... the shots become more 
exciting. Number eight is in a solid 
black envelope. A tricky pull-out piece 
wrapped around packaging fireworks. 


Number nine . . . nearly impossible 
to explain. This reporter still can’t 
understand how the binding job was 
accomplished. To illustrate the theme; 
“He Wore His Wealth in Many Lay 
ers” a series of seven thick, die-cut 
strips bound in a hard cover show a 
Chinese character undressing as each 
strip is lifted. Reveals the inside mak 
ings of a box. 


Number ten was a box of thirty 
Chinese sticks with metal bands in 
center .. . and a magnetized picking 
pole. Recipients were asked to try the 
old Chinese game called “The Tour- 
nament of the Rainbow Sticks.” Many 
offices lost a lot of time that day with 
busy executives trying to pick up each 
stick without disturbing others in the 
tossed pile. 

Every two weeks another shocker. 
A piece to be shown around. Will try 
to picture some of the material for 
you .. . but even that won't show 
the real beauty. 


There was only one near catastro 
phe in meeting schedules. Back in 
1950 Ray Hagel bought 500 pounds 
of litchi nuts for piece No. 14. When 
program was held up after Korea it 
was decided to sell the nuts to prevent 
possibility of spoilage. When campaign 
was resumed in 1952 . . . there was 
an acute shortage of the nuts because 
trade with China had been disrupted. 
The staffs of Union Bag & Paper's ad 
vertising department and Smith, Hag 
el & Snyder scoured the Chinatowns 
of the country; appealed to the State 
Department and Chinese consulates. 
The 500 pounds were finally cleared 
and flown over .. . so peace reigned 
again. 

As we write this report . . . the 
campaign is not yet completed. The 
final No. 18 (or No. 19 including the 
extra Christmas card) will reach the 
two thousand names around the end 
of May. That is the end for the pres 
ent. There may be a sequel, but that’s 
another story. 


We should inject here: All during 
the campaign the Union salesmen have 
been part of the “show.” They have 
been “briefed” continually in bullet- 
ins. Each piece was sent to salesmen 
one week before scheduled mailing to 
prospects. Salesmen were supplied with 
die-cut Yoon Yun jackets for their 
calling cards . . . to be used after 
third piece. 

What has been accomplished by all 
this? This reporter has been privi- 


Assembly of all units in each piece needed 
careful control to prevent slip-ups in sched 
ule. Meendsen and Hagel watch the pro 
duction chart. 


“The rings must fit under the die-cut hand‘ 
— Fred Meendsen (right) plans the assem- 
bling of props with John Manfredi of James 
Gray, Inc 


/ 

Above . . . “Put more feeling of Union into 
it’ — Ray Hagel advises artist Dick Cuffari. 
Below . Every detail must be right. In 
the Herst Litho plant, Arthur Herst, and art 
director Al Kay (center) check with tech- 
nician, at stripping table, to be sure of 
100% hair line accuracy in reproduction. 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER f 


ISSUE, $10.00 PER YEAR 


— 


ADDRESSING 
460 No. Main St., Freeport, N.Y. 
17 East 48 St., New York 10, N.Y. 
417 Cleveland Ave., Plainfield, NJ 
45-21—162nd St., Flushing N.Y 
ADDRESSING MACHINES 
2 147 West Broadway, New York 13, N.Y 
"310 North llth St., Philadelphia 7, Pennsylvania 
ADDRESSING — TRADE 
Shapins Typing Service.... aa 11 Roosevelt Ave., Woodside, N.Y. 
M. Victor 130 Flatbush Ave., Brooklyn 17, N.Y. 
ADVERTISING AGENCIES 
institute of Sales Promotion....13) Lafayette Street, New York 13, N.Y. 
Martin Ad. Agency (Direct Selling Mail Oraer). .15 Pa. E. 40, New York 16, N.Y. 
Roskam Advertising (Mai! Order) 1430 Grand, Kansas City 6, Mo. 
ADVERTISING ART 
1209 South Lake Street, Los Angeles 6, Calif. 
150 West 34th St., New York I, N.Y. 
P. ©. Box 812, Greenville, S. C. 
116 West Clinton Ave., Tenafly, NJ. 
1430 Grand, Kansas City 6, b 
‘ 349 Tenth St., Moline, Illinois 
AUTOMATIC TYPEWRITERS 
Amer. Automatic Typewriter Co 614 N. Carpenter St., Chicago 22, III. 
Robotyper Corp. ...125 Allen St., Hendersonville, No. Car. 
AUTOMATIC TYPEWRITING 
Ambassador Letter Service Stone St., New York 4, N.Y. 
Arrow Letters Corp... 307 West 38th St.. New York 18, N.Y. 
M. E. Gitsham 140 East 45th St.. New York 17, N.Y. 
W. J. Reynolds & Company 109 North Dearborn St., Chicago 2, Illinois 
BINDING 
148 Lafayette Street, New York 13, N.Y. 
KS 


Creative Mailing Service 
De Groodt and Associates, 
Fair Mai! Service 

Star Typing Service 


Saver & Wallingford 
Scriptometic, Inc 


A. A. Archbold 
Cullen Rapp Studios 
Ben Kerns 

Raymond Lufkin... 
Roskam Advertising (Mail Order) 
Trapkus Art Studio 


Publishers Book Bindery, Inc. 


The Art & Technique of Photo Engraving, Horan Engraving Co., N.Y. 1, N.Y. 
Art for Reproduction Repro Art Press, 80 Sth Ave., New York 11, N.Y. 
CARD SERVICE 
Bel-Thomas Printing Co.... 223 Irving Avenue, Brook!yn 37, N. Y. 
R. O. H. Hill, Inc .270 R Lafayette Street, New York 12, N.Y. 
CARTOON ADVERTISING 
Ray Thompson Cartoon Studio Box 134, Wyncote, Pa. 

CATALOG PLANNING 
‘ 58 Park Avenue, New York 16, N. Y. 
150 West 34th St.. New York 1. N. Y. 
COPYWRITERS (Free Lance) 
Jackson Bivd., Chicago, 4, Ill. 
32 West Jefferson, Phoenix, Arizona 
175-35 88th Ave., Jamaica 32, N. Y. 
First National Bank Bidg., Howell, Michigan 
1430 Grand, Kansas City 6, Mo. 
1120 Wilson Ave., Peoria 4, Illinois 
801-37A Windsor St., Marion, Ohio 
....442 East 20th St.. New York 9, N.Y. 
DIRECT MAIL AGENCIES 
Rowland Brandwein AED .... 143 East 35th St., New York 16, N. Y. 
Homer J. 57 East Jackson Bivd., Chicago 4, Ill. 
Chase and Richardson, 9 East 45th St.. New York 17, N.Y. 
Direct Mail Services 175 Luckie Street, N. W., Atlanta 3, Georgia 
Duffy & Associates, 918 North 4th Street, Milwaukee 2, Wisconsin 
Frederick E. Gymer 2123 East 9th St., Cleveland 15, Ohio 
Institute of “ales Promotion 13) Lafayette Street, New York 13, N.Y 
Mailograph Co., Inc 39 Water Street, New York 4, N.Y. 
Proper Press, Inc. .129 Lafayette Street, New York 13, N.Y. 
Roskam Advertising iMail Order) 1430 Grand, Kansas City 6, Mo. 
John A. Smith & Staff 11 Beacon St., Boston 8, Mass. 
Carl G. Vienot, Inc 134 Summer St., Boston 10, Mass. 
Phillio J. Wallach Company. ..220 Fifth Ave., New York 1, N.Y. 


DIRECT MAIL pomp! — DEALERS 
The Adamm Company 50 Third Avenue, New York 10, N. Y. 
DIRECT MAIL eauieunaeer — MANUFACTURERS 
All Purpose Metal Equipment Co. 255 Mill Street, Rochester 14, N.Y. 
Nationa! Bundle Tyer Co. . . Blissfield, Michigan 
Seal-O-Matic Machine Mfg. Co 401 Chestnut St., South Hackensack, N. J. 
Thomas Mechanical Collator Corp 30 Church St., New York 7, N.Y. 
ELLIOTT STENCIL CUTTING 

Clear Cut Duplicating Co 149 Broadway, New York 6, N.Y. 
Creative Mailing Service 460 North Main St.. Freeport, N.Y. 
Spotts Mailing Corp ..2388 University Avenve, St. Paul, Minnesota 
ENVELOPES 

26 Howard St 


Catalog Planning Co 
Cullen Rapp Studios 


leo P. Bort, Jr..... 

H. John Harder 

Edward W. Osann 

Orville E. Reed 

Roskam Advertising (Mail Order) 
Fiavel H. Shurtleff, 
Dick Sutherland—Business Ideas 
John Yeargain , 


American Envelope Mfg. Corp New York 13, N.Y. 
The American Paper Products Co.. East Liverpool, Ohio 
Atlanta Envelope Co., 1700 Northside Drive, P.O. Box 1267, Atlanta 1 Georgi ie 
Boston Envelope Co 7 High St., Dedham Mass. 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, I!!., Chicago Sub. 
Semvel Cupples Envelope Co., Inc. 360 Furman St., Brooklyn 2, N.Y. 
Cupples-Hesse Corp 4175 N. Kingshighway Blvd. St. Louis 15, Mo 
Curtis 1000 Incorporated Capito! Ave. & Flower St. Hartford 6, Conn 
Delta Envelope Co,..1166 Terminal St., P. O. Box 2523, Memphis 2, Tenn. 
Direct Mail Envelope Co 15 West 20th St.. New York 11, N.Y. 
Double Envelope Corporation P. ©. Box 658, Roanoke 4, Virginia 
Garden City Envelope Co 3001 North Rockwell St., Chicago 18, III. 
General Envelope Company 23 South St., Box 654, Boston 2, Mass. 
The Gray Envelope Mfg. Co 55—33rd St. Brooklyn 32, N.Y. 
Heco Envelope Company 4500 Cortland St., Chicago 39, Ill. 
McGill Paper Products, Inc 501 Park Ave., Minneapolis 15, Minn. 
Rochester Envelope Co : 72 Clarissa Street, Rochester 14, N.Y. 
Sheppard Envelope Company Envelope Terrace, Worchester 4, Mass 
The Standard Envelope Mfg. Co....1600 East 30th St. Cleveland 14, Ohio 


522 Fifth Avenue, New York 36, N.Y. 
19th & Campbell Sts., Kansas City 8, Mo. 
5001 Southwest Ave., St. Louis 10, Mo. 
. 123-129 N. Second, Minneapolis 1, Minn. 
1912 Grand Ave., Des Moines 14, lowe 
Transo Envelope Co 542 N. Kimball Avenue, Chicago 18, Illinois 
Transo Envelope Co. 22 Monitor St., Jersey City, New Jersey 
United States Envelope Compan Springfield 2, Mass. 
The Wolf Envelope Company 1749-81 E. 22nd St, Cleveland 1, Ohio 


ENVELOPE SPECIALTIES 
Columbia Envelope Co. 2015 N. Hawthorne Ave. Melrose Park, II!., Chicago, —~ 
The Connelly Organization, Inc. 1010 Arch St., Phi ladelphia 
Curtis 1000, Inc Capitol Avenue and Flower St., Hartford ‘A, 
Direct Mail Envelope Co., Inc 5 West 20th St., New York Ii, N.Y. 
Garden City Envelope Co North Rockwell St. Chicago . S 
Hodes-Danie! Co. Inc. 352 Fourth Avenue, New York 10, 
Tension Envelope Corporation...19th & Campbell! Sts., Kansas City 8, 


HOUSE ORGANS 
.10 Hanover St., 


Tension Envelope Corporation 
Tension Envelope Corporation, 
Tension Envelope Corporation... 
Tension Envelope Corporation. .. 
Tension Envelope 


New York 5, N. Y. 


, Bridgeport, Conn. 


PASTERS 
Potdevin Machine Company... .. 200 North St., Teterboro, N. J. 


9 Murray St.. New York 7, N.Y. 
130 Flatbush Avenue, Brooklyn 17, N.Y. 


LETTER GADGETS 
besccsccovescas ...45 West 45th St., New York 19, N.Y. 
111 West Jackson Bivd., Chicago 4, Illinois 
.....Refer to Ad. on Page 29 


Penny Label Company 
M. Victor 


.270 R Lafayette Street, New York 12, N. Y. 
Peerless Lithographing ‘Co. 4305 Diversey Ave., Chicago 39, Illinois 
Woodbury and Company Chadwick Square, Worcester 5, Mass. 


MAIL ADDRESSING — 
Eureka Specialty Printing Company Scranton, Pennsy!vanie 


MAIL ADVERTISING SERVICES ( ) 

Benart Mail Sales Service, Inc. 228 East 45th St. New York 17, N.Y. 
Century Letter Co., 48 East 2!st St.. New York 10, N.Y. 
A. W. Dicks & Co.. , Toronto 2, Ont., Can 
Fair Mail Service 417 Cleveland Ave. Plainfield, NJ. 
The Lemarge Company Jefferson St., Chicago 7, III. 
The Letter Shop. 214 Mission St., San Francisco 5, Cal. 
Long Island Letter 95 Mineola Bivd., Mineola, N.Y. 
Mailograph Co., New York 4, N.Y. 

West. Toronto 1, Ont., Canade 
° 620 Texas Ave., Houston 2, Texas 
Y .216 West Jackson Bivd., Chicago 6, Ill. 
Spotts Mailing Corp.........2388 University Avenue, St. ‘Paul, Minnesota 
Union County Business Bureau. 7? Elm Street, Westfield, New Jersey 


MAILING LISTS—Brokers 
* Archer Mailing List Service 140 West 55th St., New York 19, N.Y 
* George R. Bryant Co. of N. Y., Inc. ..595 Madison Ave., New York 22, N.Y. 
* George R. Bryant Co... 75 East Wacker Drive, Chicago 1, III. 
* Walter Drey, Inc. .333 N. Michigan Avenue, Chicago 1, Illinois 
* Walter Drey, Inc. 157 Federal Street, Boston, Massachusetts 
* Waiter Drey, Inc... . 257 Fourth Ave., New York 10, N.Y. 
* Guild Company 160 Engle Street, Englewood, New Jersey 
* Lewis Kleid Company 25 West 45th St., New York 19, N.Y. 
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Mapleton Service Company. ... 399 Kings Highway, Brooklyn 23, N.Y. 
* Mosely Mail Order List Servi 38 Newbury St., Boston 16, Mass 
* Names Unlimited, 352 Fourth Ave., New York 10, N.Y. 
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Roskam Advertising (Mai! Order) 1430 Grand, Kansas City 6, Mo. 
* James E. True Associates 419 4th Ave., New York 16, N.Y. 
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Allison Mailing Lists. . P as 222 Fulton Street, New York 7, N.Y. 
Associated Advertising Bervice. 613 Willow St., Port Huron, Mich. 
Berliner Mailing Lists, Inc.. . 840 Broadway, New York 3, New York 
Bookbuyers Lists, Inc.. .363 Broadway, New York 13, N.Y. 
Boyd’s City Dispatch, .114-120 East 23rd St., New York 10, N.Y. 
Catholic Laity Bureau. “45 West 45th Street, New York 36, New York 
Creative Mailing Service 460 No. Main St., Freeport, New York 
Walter Drey, inc....... 333 N. Michigan Avenue, Chicago 1, Illinois 
Walter Drey, Inc. 157 Federal Street, Boston, Massachusetts 
Walter Drey, Inc -.+.+..257 Fourth Avenue, New York 10, New York 
Orumcliff Advertising Service -Hillen Rd., Towson 4, Md. 
Dunhill List Company, inc. 565 Fifth Ave., New York 17, N.Y. 
Industrial List Bureau. ... ..45 Astor Place, New York 3, N.Y. 
Jewish Statistical Bureau 20 Broadway, New York 7, N.Y. 
The Walter S. Kraus Co.... 48-01 42nd St., Long Island City 4, N.Y. 
Mail-Ad Co.. 6238 Wilshire Blvd., Los Angeles 48, Calif. 
J. R. Monty Turf Fan ‘Lists. -sss+ss.201 East 46th St... New York 17, N.Y. 
Official Catholic Directory ‘Lists 12 Barclay St., New York 8, N.Y. 
S. Ponton, Inc .50 East 42 Street, New York 17, N.Y. 
MAIL CONSULTANT 
Whitt Northmore Schultz. . 115 Old Elm Lane, Glencoe, Illinois 
MATCHED 
Tension Envelope Corporation....19th & Campbell! Sts., Kansas City 8, Mo. 
MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Company. . 19 So. Wells St., Chicago 6, III. 
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C. Hamilton & Sons 
Hammermil! Paper Company 
International Paper Company 
Kimberly-Clark Corp 
Mead Sales Co. 

Mohawk Paper Mills, Inc. 
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Nekoosa-Edwards Paper Co. 


PARCEL POST MAILING BOXES 
2235 Utica Ave., 


Corrugated Paper Products, Inc 
PHOTO ENGRAVERS 


....Appleton 
..Miquon, Pennsylvania 


810 Public Ledger Bidg., 
45 Saratoga St., 


PRINTING—Letterpress and Offset Lithography 


J J K Copy-Art 
lutz & Sheinkman 


Appleton, Wisconsin 
: Hamilton, Ohio 
Wisconsin 


Erie, Pennsylvania 
New York 17, N.Y 
Neenah, Wisconsin Regina Service 
Philadelphia 6, Pa. Sales Letters, Inc 
Cohoes, N. Y. Shield Press, Inc. 


Proper Press, 


Neenah, Wisconsin 
Edwards, Wisconsin 


Brookiyn 34, N. Y. 
Moss & Associates 
M. Victor..... 


Bel-Thomas Printing Co... 


Paradise Printers and Publishers 
Printcraft Press, Inc., 


223 Irving Avenue, Brooklyn 37, 
165 West 46th St., New York 19, Y 
421 Hudson Street, New York 14 wy 
Paradise, Pennsylvania 

229 West 28th S#., New York 1, N.Y 

129 Lafayette Street, New York 13. N.Y. 
847 Lexington Ave. Brooklyn 21, N. Y 
250 West 49th Street, New York 19, N. Y 
2010 Montcalm St., indianspo'is, Indiana 


SALES PROMOTIONAL COUNSEL 
Martin Ad Agency (Direct Selling Mail Order) 


SPEEDAUMAT EMBOSSING 


15 PB E. 40, N.Y. 16, N.Y 


2 East 23rd Street, New York 10, N.Y. 
130 Flatbush Avenue, Brooklyn 17, N.Y. 


460 West 34th St., 
PHOTOGRAPHS 
350 W. SOth St., New York 19, N.Y. 
POSTCARDS 
350 West 50th St., 
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..4510 East 71 St., 
.-.52 Duane St., 
PRINTING—Letterpress 


The Davenport Press, Inc 
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Richmond Press 


Pioner-Moss, | New York 1, N.Y. 


Moss Photo Service, Inc 


Moss Photo Service, | New York 19, N.Y. 


Harris-Seybold Co 
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8B. Verner. 7, N. 


New York 


Main St., Mineola, N.Y. 
1501 East Douglas Ave., Wichita 1, Kansas 
23 South St. Box 654, Boston 2, Mass. 


PRINTING—Offset Lithography 


SYNDICATED HOUSE MAGAZINES 
The William Feather Co.... 812 Huron Rd., Cleveland 15, Ohio 
TRADE ASSOCIATIONS 


Direct Mail Advertising Assn 17 East 42nd St., 
Mail Advertising Service Assn 18652 Fairfield Ave., 
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315 Fourth Ave., New York 10, N.Y. 


TYPOGRAPHERS 
330 West 42nd St., 


Remington Rand, 


King Typographic Service New York 18, N. Y. 


TYPOGRAPHY — VARITYPING — IBM — PSM 
Clear Cut Duplicating Co .149 Broadway, New York 6, N.Y. 


Bachman Reproduction Service 
H. John Harder 
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1501 ce Douglas Ave., Wichita i, 


Arizona 


Kansas Walter “Doc” Hanson 


The Adamm Company 


VARITYPE EQUIPMENT 
250 Third Ave., New York 10, N.Y. 
303 Buckeye Building, Cleveland 15, Ohio 


leged to go behind the scenes and get 
the more important details. We've 
seen the production charts controlling 
the mailings and the assembling of 
the most complicated collection of 
props ever dreamed up for a direct 
mail campaign. It was all handled as 
smoothly and efficiently as a Broad- 
way stage production. In many ways 
it was more complicated than a thea- 
trical venture. 


We've seen the confidential reports 
made to Union executives by hard- 
boiled salesmen. Every salesman re- 
ported enthusiastic acceptance. Some 
of the reports sounded fictional . . . 
but were actually true. One president 
of a big company told the salesman 
he was lining the walls of his den at 
home with the Yoon Yun pieces .. . 
so he could show to all his friends. 
Another executive called in the top 


brass of his advertising agency and_ 


lectured them about the pieces. Why 
couldn't Ae get stuff like that? A pur- 
chasing agent told salesman he turned 
over every piece to the chairman of 
the board. A receptionist greeted a 
salesman: “We all think your adver- 
tising is wonderful.” A big executive 
reported to a salesman that he heard 
three men discussing the Yoon Yun 
campaign in the Pullman lounge car. 
He joined the group and they spent 
the rest of the trip hashing over the 
details. All salesmen reported: doors 
were opening! 

We've seen the many, many letters 
received by either Fred Meendsen or 
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other executives of Union. Here are 
just a few comments from letters: 


Purchasing agent of one of the biggest oil 
compames: “Il was intrigued by the ring puz- 
zle and while I am not much good in the 
art of manipulating my fingers, I do know 
of someone who will thoroughly enjoy try- 
ing to get the rings together and, therefore, 
am taking the puzzle home with me. Your 
company is to be congratulated on such novel 
and interesting advertisement, and I thank 
you for sendi:, it to me.” 


Executive of nationeliy known dairy prod- 
ucts company beau'ifully gotten up 
material . . you will recerve many fine 
comments about it.’ 


From purchasing agent of one of the big 
gest food processing orgamzations:: “We see 
a great deal of advernsing in this depart- 
ment, but your recent series on “Yoon Yun’ 
is the most outstanding and interest-provok- 
ing that I have seen anywhere. My congratu- 
lations to your excellent advertising depart- 
ment.” 


From another purchasing agent: “They (the 
pieces) are certainly a unique and interesting 
approach to a merchandising problem. It may 
be of interest to you to know that, within our 
section we purchase all corrugated used by 
this company, so that the campaign may have 
additional effects on us.” 


Another executive: “My first reaction was 
that it was a very expensive promotion, and 
that the results probably would not be in 
proportion. However, as the thing grew on 
me, I could see where the very unusual char- 
acter of the mailing would make it stick in 
the mind of everybody that received it. If it 
does that, it may pay handsome dividends in 
keeping your name before the prospective 
box customers.” 

Purchasing agent: “As a purchasing agent 
with few years’ experience, I thought we 
had seen every possible means of attracting 


attention by advertising, but it was very re- 
freshing to see a completely new and inter- 
esting method of bringing to our attention 
the quality of the product that you are sell- 
ing. As you know, probably, we are not a 
customer of your company's product, but such 
individuality in thinking reflects very highly 
on your company and makes us most recep- 
tive to the idea of some day doing business 
with you.” 


Another executive: “1 must say not only I 
but the entre office was very much impressed 
In fact, it is the most unusual and outstand 
ing type of advertisement I have ever seen 
Congratulations to all of you.” 


A factory manager: “I have been very much 
interested in the pieces of advertising which 
I have received from your company, having 
to do with the exploits of Yoon Yun. Frank 
ly, I have never seen one quite like this par- 
ticular campaign and certainly hope that you 
keep my name on the mailing list for what 
ever surprises are in store for us.” 


Another executive: “Union Bag & Paper 
Corporation is to be highly congratulated upon 
what I think is the most unique and fasci- 
nating advertising material ever to reach my 
desk. At first I was completely baffled as to 
who my correspondent was, but that only in- 
creased my curiosity, and I found it most dif- 
ficult to wait until 
receive the next mailing, so when the mys- 
tery was finally solved, I was delighted to 
know ‘who done it’.” 


‘three suns have set’ to 


An advertising executive: “1 cannot begin 
to tell you what an impression it has made 
on all those to whom I have shown these 
puzzles and follow-ups. The Christmas card 
from Yoon Yun of the Chinese dragon is 
really the crowning glory. It is without doubt 
the most artistic comprehensive form of ad- 
vertising I have ever seen.” 


An agency executive: “We have all heard 
a lot about IMPACT. In fact, I spent a day 
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FOR LEADERSHIP IN DIRECT MAIL . . 


these two engraved gavels will be presented to 


Fred Meendsen of Union Bag and Paper Company and Ray Hagel of Smith, Hagel & Snyder 
agency for their most outstanding “Yoon Yun" campaign. 


at Princeton with the Gallup-Robinson peo 
ple trying to find out more about it. So tar, 
the best example of IMPACT I have ever 
seen was im the direct mail campaign which 
you have recently run. Yesterday, I was in 
Blank for a meeting wirh our clients, the 
Blank Blank Company. Joe Blank, vice presi 
dent of the company, could hardly wait for 
in oppertunity to show us the mailings he 
wr campaign. Not 


hal recewwed as part of 


only was he very much impressed himselt, 
but I can assure you that by word of mouth 
our material is having its effect far beyond 


those on your mang list.’ 


Purchasing agent want to compli 
ment Umon Bag Corporation on an out 


standing job in advertising. In the Purchasing 


Department, we sce quite a few pieces of ad 


vertsing, but I can truthfully say I have 
never seen anything to equal Yoon Yun.” 


That's about the end of the story of 
Yoon Yun. If you'll go back and check 
the list of the elements of showman- 
ship (section two) you'll find that this 
Yoon Yun campaign exploits every 
conceivable device in the book. 

It uses simplicity (at times), rich 
humor, emotions, con 
Everything was tied 


ness, realism, 
tinuity (deluxe). 
together down to the most minute de 
tails . . . such as labels, boxes, enve 
lopes, ete. Arthur Herst told me the 
job was so exacting he couldn't make 
any gang runs. Each piece and each 
set of 2,000 multi-colored labels had 


to be printed separately. 

Check the showmanship list again 
against the Yoon Yun campaign. 
You'll tind adequacy (better than any 
arrangement, con 


thing else), aptness, 
flict, contrast, curiosity, disarrange- 
dramaticness, friend 
humor, liveliness, mystery, per 
plausibility, 
timeliness, 


ment, extremes, 
liness, 
sonality (the character), 


re gularity restraint, strife, 


variety, authenticity, beauty, color, en 
ergy, evpensiveness, light, motion (ap- 
pealing to manipulative impulse among 
males), pictures. As a matter of fact, 
the only element left out, so tar as 
we can discover was ... sex. No—as 
we think about it—even sex is includ- 
ed in a very subtle and nice way. 

Nearly every human sense was af- 
fected or appealed to. Sight (eye 
movement was deliberately forced), 
hearing (jingling rings), taste litchi 
nuts), touch (playing with the props). 
Only the sense of smell was not 
brought in. 

We believe this campaign is a credit 
to the entire direct mail fraternity. 
And to the medium. It has certainly 
caused some hell-raising in some sec- 
tions of advertising. Advertising Ag 
encies have had the campaign shown 
to them by clients . . . as indicating 
a new need for more emphasis on, or 
attention to, direct mail. Top execu 
tives have been given a new insight 
into the dramatic power and possi 
bilities of direct mail. 

The forty-five to fifty thousand dol. 
lars voted by the Union Bag manage 
ment should go down in history as 
the best endorsement direct mail, 

a medium, has ever received. 

We think some method should be 
found to mount the 18 (or 19) pieces 
on transportable panels to be sent to 
every university teaching advertising 

so that instructors could drive 
home the story of showmanship. . . 
so that students could learn the value 
of attention to details. (Incidentally, 
don’t write to Fred Meendsen for sam- 
ples. They are as scarce as hen’s teeth 
ind valuable. Those who have the 


complete set wouldn't sell this “collec- 
tor’s item” for the $25 per prospect 
cost. ) 

We also believe that “little fellows” 
with limited budgets should not be 
discouraged by reading or hearing 
about the fifty thousand dollar cost of 
this dramatic campaign. The lesson to 
be learned by all of us is that direct 
mail, even with a 2,000 list, even with 
a $5,000 or a $2,500 budget, can be 
or should be handled carefully. Apt 
showmanship and exacting devotion to 
details can be a part of even the most 
modest campaign. 

For some of you who place too 
much stress on postage ... this cam- 
paign should prove that postage in it- 
self is not important. It’s only a min- 
or part of the cost of doing business. 
Why worry about the difference be- 
tween le or . . . when your 
impact may be better with 20c¢ postage. 

For the reasons given above, The 
Reporter is doing something we have 
never done before. We have ordered 
trom our friend Samuel Gold (also a 
good showman) of the Lignum- 
Vitae Corporation, (96-100 Boyd Ave., 
Jersey City, N.J.) two beautiful gav- 
els packed in satin-lined cases. Gavels 
symbolize leadership. On silver bands 
around the heads of each we have had 
inscribed: “Presented to Fred Meend- 
sen of Union Bag & Paper Corporation 
(or Ray Hagel of Smith, Hagel & 
Snyder, Inc.) by The Reporter of Di- 
rect Mail Advertising for his (part in 
the) Yoon Yun campaign. The most 
cutstanding example of good show- 
manship in the history of direct mail.” 

We will personally present these 
gavels to Fred and Ray in their re- 
spective offices on the day this story 
is placed in the mail. And we mean 
every word of it. 

This is the end of our study of 
showmanship .. . for the present. Of 
course, the study will never end be- 
cause new showmen will appear . . . 
with new ideas and courage. But 
basically, the principles of showman- 
ship never change. Althoug + fashions 
do. 

This reporter sincerely hopes that 
we have put across at least one re- 
memberable point. It’s the first word 
in the list of elements. 

If you want your direct mail to stand 
out, to be effective it must have 
adequacy. It must be adequate for the 
job needing doing. It must have that 
thing or state of mind called show- 
manship which is nothing more than 
doing things right. Positively right. 
Spectacularly right. Appropriately 


right. 
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Industrial List Bureeu 


45 Astor Place, New Tork 3.4.7 


FOR SUCCESSFUL CAMPAIGNS 
Seven more reminders* that ILB builds dniptiiehens 
lists . . . lists of every conceivable va- 45 Aster 
riety. We agree with the premise of this 
feature issue . . . build SHOWMAN.- 
SHIP into your every contact by mail. 
Use simplicity, realism, richness, hu- 
mor, continuity, emotion. But be sure 
you use a list worthy of the creative 
work behind the promotion. If the list 
is yours, be sure it’s clean, up-to-date. 
If you must use a rented list, contact « « © INDUSTRIAL LIST BUREAU 

45 Astor Place, New York 3, N.Y 
GRamercy 5-3350 


List puREAU 
New York 


* Seven like the 12 others spread throughout this issuc. 
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RESULTS 
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QUALITY 


Industriel List Bureau 
45 Astor Place, New York 3, N.Y. 


INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, 
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right... 
from beginning 


to end 


Well begun, half done . . . fine art, 

the best of plates and top presswork— 

all done with paper in mind, because paper 
is the base of the job. 
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